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NATIONAL VOICE 


PEDWIN SCORES AGAIN WITH 
NEW POINTED TOE STYLES 


FOR LEADERSHIP IN THE STYLE-CONSCIOUS YOUNG MEN’S FIELD 


Vi 


4 ‘a 
The new pointed toe look is sure to build sales and profits in 
the biggest selling segment of the men’s shoe field. More 
proof that Pedwin brings you the hottest styles when you 
need them most. 


These pointed styles featured in fall issues of Sports Illus- 
trated, Senior Scholastic, and Scholastic Roto. Suggested 
retail prices $9.99 and $10.99. 


. ’ & 
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BROWN Zag oe COA a ea mate Do LO) Onl GLORY Bonen 4 


St. Louis, Missouri Makers of: Air Step + Buster Brown « Galaxies « Glamour Debs « Life Stride « Miss America + Naturalizer + Official Boy Scout Shoes 
Official Girl Scout Shoes « Pedwin « Propr-Bilt » Risqué « Robin Hood « Robinette » Roblee +» Smartaire 


uality at your feet 








HOW EASY CAN SHOE-SELLING GET with 


® Nobody works to sell PORTAGE and 
PORTO-PED shoes! The way they walk 
off the walls, you'll know you never had it 
so good. But, it doesn’t just happen that 
way. Style starts it off—style with the kind 
of eye-appeal that makes a quick switch to 
buy-appeal. Then, built-in comfort follows 
through—the deep down, boy-oh-boy! com- 
fort that makes repeaters out of casual cus- 


tomers, 

PORTAGE and PORTO-PED national ; 
advertising backs your play all the way. And REPEAT-SALE COMFORT, 
it’s supported, in turn, by the strongest, most I ee 
complete local advertising service in the in- _— 
dustry ... for you to use—in your windows, y¥ | orm 10) a8’ 7-\ 


in your store, in your newspapers. 


Style, comfort, and advertising—the three ADVERTISIN 
highways to easy, fast, low-cost shoe selling. ; | 
And, because POR TAGE and POR TO-PED 


travel them all, you can almost rest yourself 


to sales success! Write for details, today, on 
this big volume, easy profit franchise. 


at Retail from $11.95 to $23.95 


PORTAGE SHOE MFG. CO. > MILWAUKEE ',\ NSIN 


A DIVISION OF WEYENBERG SHOE MANUFACTURING 
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FREEMAN dealers again take 
the lead with ANTIQUE BRONZE 


... footwear color classic for fall & winter. 
Dramatic nationai advertising in full color. . . to keep you 





out in front with promotional and style leadership. 
The trade talk, the consumer response, the excitement 
is all for FREEMAN'S rich, 

dark, modulated brown... 

season’s most distinctive 


leather shade 


’ 


aad * Cs 


2 
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Stock up with the Freeman Family of Fine Footwear... Wonderful ~~ Shoes, Town Squires, Bootmaker 

Guild. For acti. write to Freeman Shoe Corp., Beloit, Wis. America’s LargesfExclusive Makers of Men’s Fine Shoes. 
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SHOES for 


SPRING 61 


may already be on 
designers’ boards— 
or merely a gleam 
in your eye. 


To give you the vital “LEAD TIME” needed to move shoes 


from the factory to their points of sale, the producers of fine 
AMERICAN LEATHERS present the 


S IO Wy 





for SPRING and SUMMER 1961 


at the 


STATLER-HILTON new york 
JUNE 23-24 


The Semi-Annual Leather Show will be 
the only Official and comprehensive 
showing of the new range of leather 


colors for Spring and Summer 1961. 
Sponsored by 


TANNERS' COUNCIL OF AMERICA, INC. 
as a highlight of Shoe Resources Market Week. 


June |, 1960 
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appetite: enormous 
capacity: unlimited 


Gobble it up and go! There’s so much to do 


to find and to lose, to wear and to tear, to make and to break, 
to grow into and grow out of. Children are gobbling-up 
machines, devouring shoes alone at the rate of one and a half 
million pairs a year. The big bite in this market is in the $5 to $7 range 


where Blue Star fills the need for meticulously made, 


creatively styled shoes - 
B f 7 /fy at bread and butter prices. 


$5-$6-$7 Shoes .-” In-Stock — Same Day Service + Blue Star Shoes, Inc., Manufacturers 5 Franklin St., Lawrence, Massachusetts 


“cust 





WE'RE OFF.TO.A 
WONDERFUL START 


- + 


fre v ee Om, 


SHOES FOR CHILDRE 


EBY SHOE CORPORATION . EPHRATA, PENNSYLVANIA 


New York Sales Office: 924 Marbridge Bldg 


o ee F , 
EB eat 
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Are you getting the best innersole ye vy? Let's Rok at the facts . . . a» proved by 
the precise laboratory tests of natiqghhht March (orporation 
did you know that there | . s , among all innersoles now on the market in resistance 
to discoloration, cracking , m shrinkage, os well as in tackiness and bleeding 
3 these facts have been dam “J " - first time and PRIME-TEX representatives will be 


happy to show you : 4 5 
se Thus claims for in - ‘ fi * must be considered neither more nor less valid for any 
= one product overs Nae 
4 Now let's look at the fect . Fe most important to manufacturers. retailers and consumers 
e facts conclusively g Bich prove that only PRIME-TEX can offer 
PLENIBILITY ee ‘next best product in the industry and 39% higher than the 


e e average in t , | ; 
(BR ANMON ‘cater than the next best product in the industry and 42% greater than the 
as average in - 
O4TER AB greater than the next best product in the industry and 43% greater than the 
average in im , 


BURST STRE greater than the next best product in the industry and 33% greater than the 


we average in the ¢ 
See TENSILE STRENGTH after AGING only PRIME.TEX proved an increase in strength after aging while the 
average in the industry showed a 41°; decrease in tensile strength after the same amount of aging. 


These are the hasic teste which prove superiority in comfort, wear and foot health, insure minimum cost of 


e manufacture and provide you with the facts, not the claims, «hich help to insure the sales of your shoes... when 
they are made with PRIME-TEX INNERSOLES 
nes Let your own experience substantiate the superiority of PRIWE-TEX . . . without obligation . . . simply 
request PRIME-TEN samples 
walter 
absorption 

















FOR FREE SAMPLES OR REPRESENTATIVE, WRITE -™,OR CALL NA5-8996 


YOU GET THE BEST WHEN YOU SPECIFY DORE e: 


CORPORATION \_’ MANCHESTER. N. H. 


June |, 1960 





clong seams. *» 
able in black Evershine! 
To retail at $15.95 


SHOES FOR MEN To retail at $10.95 to $19.95 most styles 


JARMAN SHOE COMPANY ¢ NASHVILLE, TENNESSEE 
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Let's Dress Right 


Business executives across the country are in agree- 
ment that advancement goes to those who show 
themselves to be outstanding in their jobs: 


And they subscribe heartily to the “LET'S DRESS 
RIGHT” campaign by the American Institute of 
Men's and Boys’ Wear. 


To help get more out of the job. AIMBW submits 
the following tips: 


“Watch your appearance—First impressions rank 
high and when you look your best, you do your 
best. Be sure you dress right. Everybody associates 
proper dress with success. If you dress the part, 
you have the right start. 


“Get to know your company. 


“Learn where you fit in. The realization of your 
worth should help you appreciate your job more 
and enable you to give it your all. 


‘Acquire additional skills. If you are a salesman, 
cultivate executive qualities. Whatever your job, do 
it so well that it is abundantly clear you are ready to 
climb to the next higher level. 


“Ask questions. One of the best ways to learn is to 
talk to someone who already knows what you must 
still find out. 


“Work hard. Anything worth doing at all is worth 
doing well. The better your ‘self image’ the more 
likely you are to live up to it. 

“Be enthusiastic. The difference in actual skill, 
ability and intelligence between those who succeed 
and those who fail is neither wide nor striking. But 
if two men are equally matched, the enthusiastic 
man will find the scales tipped in his favor. 


“Take care of your health. No one can do his best if 
his health is not up to par. 


“Do your part at home. A smooth family life is your 
best insurance against falling down on the job. 


“Don't bring your troubles to the job.” 


g. B. Tartans th, 


Publisher 
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BRISTOL BOARD 





keep them 


Bristol 


through 
their teen years and up 


full size ranges... 
approved favorite! 


newest campus- 


la eme = 
BE ristol 
Continentals for guys 


3-12 Ato D 
AA trom 8-12) 


Brown smooth 
and 
Black grained 


Bonnie 
~oo0or 
Ss | 2 


pe iol mol 
ie 


Continentals for gals 
Long. Slim, Trim! 

AA 5to9 

B 4%to9 

Cc 4',to 9 (bik only 
Biack and Red grained 


WANT 'EM RIGHT AWAY? TODAY? O.K.! 
VAISEY-BRISTOL SHOE CO. e Monett, Mo. 











Study these Classics and discover why 


THE WHOLE FAMILY GOES TO SCHOOL 


in wonderful 


WEEJUNS" by BASS 


BOYS can be boys 
in No. 800B 
the carefree casuals with 
a tradition of finest leathers, 


‘dias superlative craftsmanship and 
[RLS dote 


on No. 301W 
the ‘“‘true moccasin” construction 


that cradles the feet in 


< 
| 
! 
| 
] 
! 
} 
( 


constant comfort. That’s why from 


WOMEN really live 


Grade School to PTA the choice is 
in No. 10O0OOW F 


er ek . 


WEEJUNS* all the way! 


Nationally Advertised 
in the Back-to-School issues of the 


magazines your customers read. 


MEN go everywhere 


im ivO. é« 


Originators of Weejuns* 


Fnotnote to a Profitable Future: /nclude other Bass styles for men, women and boys. They're handsome and then some! 
No. 2163 ng No. 2753 No. 724W < 
o a. , 7 ». 724 No. 1553 


a. 


S 


G. H. BASS &£CO., Dept. BS-6, Wiiton, Maine + 614 Marbridge Bidg., N. Y.C.1, N.Y. 
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#4 in @ series on the revolutionary new children’s shoe line — “Number 26.” Bernice Fitz-Gibbon has been bringing 


gold to them thar tills for over thirty years. Here she shows you how to elevate your shoe business and your profits 


Mr. Store President: 


you’re off your rocker 
(% of an inch off) 
and so is everybody else! 


~.) 


12208-2020 anaoQN 
—— ee ee 


—— = 


lam back again to tell you more about Genesco’s revo- 
lutionary new children’s shoe — ‘Number 26." ‘Number 
26” (as | hope you know by this time) is the first shoe 
designed to function with the moving foot. All shoes up 
to now hove been designed for the static foot. "Number 
26” is the logical result of o thirty yeor study of Human 
Gait. This research was undertaken (not because of any 
body’s worry about a little corn or callus) but becouse of 
@ realization thot the feet provide the foundation on 
which to balance the body in correct alignment. Any 
weakness in the feet is easily tronsmitted to the rest of 
the body. Just where you ploce the weight of the body 
on the foot determines whether the arch falls the ankle 
thickens, the abdomen protrudes, and the bock aches 
When the research team of a great eastern university 
took up o thirty-year study of human goit in their effort 
to find out why almost every adult has bod feet, their 
discoveries pivoted around one fact—NATURE GOOFED 
We are all born with o potentiality for pronation (that 
means having ankles that turn in). The reason is that the 
heel foundation bone is not directly under the leg weight. 
ever ogle an ankle? 

The university's research team did 4 lot of ankle-ogling 

purely professionally, of course, under the test-tube-y 
ouspices of the university. Well, what do the scientists 
have to say about the well-turned ankle? It's rare. Almost 
everyone, from Baby to Grandma, has a potentiality for 
pronation — pronation results in ankles that tip in 

our heel bone’s not connecka to the leg bone 

Tipping-in angles are common. But that doesn’t mean 
they're healthy, or pretty. Our heel bone’s not “connecka 


—. 
SSS 


ro 


Too OU CUS SSS Se 


a 
vVvOoOcCVUOCO 


to’’ our leg bone the way it ought to be. It’s fully % of 
an inch out of whack! Instead of being smack under our 
body-load, it’s way out in left field—that is, left field for 
the left foot and right field for the right foot—but in 
neither cose where it should be, which is plumb under the 
body axis. So every time we take o step the heel pronotes, 
the astrogolus rolls inward —and all hell breaks loose. So 
here we stond, on our little flat feet—with our floppy 
ankles and ‘fallen’ arches and heaven knows what else 
(including, of course, out-of-shape shoes). 


‘Number 26" shoes are not pills for the feet 
Pronation is almost everybody's problem, like taxes and 
toothaches. One thing is sure—if you let pronation run 
rampant in an innocent child’s foot, anything can happen 
over the decades he'll have to be on his feet. All children 
need “Number 26” shoes. They‘re for normal feet— 
they're correct —not corrective. They look like any beau- 
tiful shoes 


the gorilla is ‘way off his rocker too 
What can you do about young America’s ill-turned 
ankles, Mr. Store President? One of two things. You can 
lean back behind the split philodendron in your sunshiny 
corner office and wait for evolution to patch things up 
It's getting there, slowly —just another couple of million 
years or so. (If you think you’re pronated, you ought to 
see the gorilla—he’s ‘way off his rocker!) Or you can 
call your children’s shoe buyer up to your office lickety- 
split and ask him if he has seen Genesco’s ‘Number 26” 
shoes. The faster you get the young into ““Number 26” 
the better for their feet and the better for your figures. 


Precision Shoe Company —a division of Gi[SINI[ASCO©) Nashville, Tennessee 





BUT HE’S 
GROWING SO 
FAST... 
WON'T ANY 
SHOE DO? 


Not if she really cares about Johnny's feet. And most dealers are quick to tell her 
Tender, young feet need extra features in a shoe . . . features that assure correct fitting 


and encourage strong foot development when it’s needed most. 


Other children’s shoes have some of these important features. But Pro-tek-tiv is the 
only shoe that has a// of them. Each is important for proper fit and to help the normal 
growth of young ankles, arches, heels and toes. Parents (who wouldn't knowingly do 


anything in the world to harm their child’s feet) sometimes don’t realize this 


Dealers who point out the need for the extra features in Pro-tek-tiv shoes for children 
Li 

discover parents understand quickly. They appreciate your telling them, 

and they show their appreciation in front of a ringing cash register. 


Sales come easier and repeat sales more often when you carry the 
Pro-tek-tiv line with the extra built-in features. For full information about 


the Pro-tek-tiv line, write tod 


Is. 


Pro-tek: tiv’ 


CURTIS « STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. . « SALES FOR DEALERS 


ONLY 
Pro-tek-tiv’ 


HAS THEM ALL! 


os 
“4 


¥ 
~ oe 
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BUILT-IN HEEL WEDGE 
to help kee, 


turning in 





EXTRA HEEL FITTING AID 
t heip | the hee 


} 





a 


eg 
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LOWER OUTSIDE QUARTERS 


gap att 





_ 
RIGHT AND LEFT HEELS 


help give a 





DIFFERENT ARCH. HEEL HEIGHTS 


changed twice each siz 





BREAKIN DIMPLES 
provide at 


the f t 











FREQUENT LAST CHANGES 
twice in each size range 
Other brands change only once 





Outstanding Style and Quality at Attractive Prices 


GRO-FLEX construction has made Tyer 
Fleetwoods a fast-growing favorite for 
gym and after-school wear. Fleetwoods 
are popular with parents, too... They 
know that — dollar for dollar — you can’t 
beat Fleetwoods for value. 

Pair up with Tyer now, and watch your 
back-to-school pairage increase! Send 
coupon below for an illustrated catalog 
of Tyer Canvas Footwear. 


Py EK 


Tyer Rubber Company, Andover, 


" ‘Tyer footwear is nationally advertised in Lifé, Post, Parents’, Sports Illustrated and other leading magazines. 


TYER RUBBER COMPANY, Andover, Massachusetts, U.S.A. 
Please send me your illustrated price catalog on Tyer Canvas Footwear. 


STORE. 








NAME... 
STREET. 
CITY. ZONE 
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The 





ASHIONABLES 


will be early buyers 


of N YLOVE L shoes! 




















FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 


MARTIN MILLS: U.S. A., FRANCE, ENGLAND, ITALY, ¢ 
MEXICO, BRAZIL AND ARGENTINA 


ANADA, 








BRAUER retail accounts will be 
profit-riding on velvet next sea- 


son, Martin’s NyloVel, of course! 


DU PONT advertising of nylon 
velvet for shoes in LIFE maga- 
zine will make a tremendous im- 
: pact, and consumer buying will 
be further stimulated by strong 
promotions on Martin's NyloVel 
by leading manufacturers and 


stores. 
/ Pr. 


(ages 


i 


MARION 


After-five glamour, selling 
on make-up in many of 
the thirty NvloVel colors 


SNOOKIE 


So popular it’s stocked 
in these luscious NyloVel 
colors: Seal Grev, Navy 
Red Cherry, Chestnut. 
Tartan and Black 
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® Julius Schnitzer reaffirms his previous estimate that shoe 
production this year will be about 620 million pairs. 


@ A special session of Congress could legislate 
higher retail wages this year. This isn’t very 
probable though. 


@ Even if a Fair Trade bill should get through <a" 
the House this year—an unlikely prospect— if ji 


the Senate would stop it. 
GEORGE HH. BAKER 


Baker Reporting from WASHINGTON 





The government's top shoe and leather expert, Julius Schnitzer, is 


] 


ing firm on his new year’s estimate that shoe factories will prod ice 


620 million pairs of shoes this year. Mr. Schnitzer is director of 
Leather, Shoes and Allied Products Division in the U. S. Department of 
{ ommerce 
business was exceptionally good for retailers,” Mr. Schnitzer 
“But the good business of late March and April followed the 
very slow weeks of January and February, when much of the country was 
hit by bad weather. 

“However, the good business immediately prior to Easter just about 
offsets the slow business. As a result, I still believe the nation’s shoe 
factories are going to finish up the year with a total production of about 
620 million pairs.” 


+ 


A sizeable bloc of congressmen stil! is determined to legislate hi 
retail wages this year. They're talking now of a special session of Congress 
in late summer to accomplish this. 

The weeks-long debate of voting rights in the Senate earlier this year 
has delayed action on many bills of stand-out importance. Among them: 
Minimum wages, extension of federal coverage and federal control over 
retail clerks, higher social security, government health insurance, and farm 
legislation. And this is only a list of a few subjects near and dear to the 
hearts of politicians running fer election. 

Senate and House leaders are shooting for July 2 as the target date for 
adjournment. The Democratic convention opens in Los Angeles July ii, 
and the Republicans convene in Chicago starting July 25. Talk among the 
Senate and House leaders currently is centered around the “need” for a 
second session, possible in September, to take up the minimum wage bills 
and the other bills that many members believe are of paramount importance 
to their election campaigns. 

To be blunt about it, the prolonged Senate filibuster over voting rights 
may have served at least one good purpose: It has shriveled chances for 
approval of new minimum wage legislation. But a second session of Con- 
gress—an unusual step, in time of peace—could open the door to enactment 


of a new wage law 


Fair trade advocates are softening their demands in a last ditch effort 
to get a bill through Congress this year. They have offered a series of 
amendments to the federal fair trade bill (H.R. 1253) to gain support in 
the House. 

The two major points on which the fair traders hinge their compromise 
would cancel out the objections of: (1) those who fear enforcement would 
cost the government millions of dollars and (2) those who fear the law 
would violate states rights. 

The first amendment would take out the requirement that the Federal 
Trade Commission enforce the law and, therefore, cut down government 


cost. 








@ The Administration doesn’t like the “seare 
talk” of reduced industrial activity. Is more 
inflation coming? 


@ That the Administration plans to pep up the 


WASHINGTON ceri er mene 0" Seren me ame 


Report from 





The second amendment would permit states to nullify the effects of the 
law so far as purely intrastate commerce is concerned and, therefore, placate 
southern states-righters in the House. 

The proposed compromise has gained votes, but even the slight chance 
that the bill could pass the House wouldn't be enough. The Senate would 

til 


+ " 
i 


stop it. Like the old Brooklyn Dodgers, fair traders will have to “wait 


next year.” 


Administration officials are alarmed over the reports of reduced operat 
ing rates in steel, automobiles, and other basic industries 

This kind of “scare talk” could be fatal to politicians seeking election o1 
re-election in November. 

To counteract these reports, Administration spokesmen are pooh-poohing 
the reports of slow manufacturing activity by pointing out that 1960 is 
going to end up as the best year ever for most industries. 

In steel, for example, the government predicted at the beginning of 1960 
that ingot production this year would approximate 125 million net tons, 
barring strikes. “We see nothing in sight that will cause us to revise that 
figure downward by any substantial amount. We find it hard to understand 
why some writers and economists are crying the blues about how we're 
headed for a recession. This is nonsense. Only those who either don’t know 
what they are talking about or those who are trying to scare people out of 
voting Republican are spreading this kind of talk.” 


1 ¢ a 


Despite the abundance of goods of every description, from steel to food 
products, there is an increasing amount of talk here about price stiffening 
Earlier predictions of price reductions for some metals and metal manu 
factures have vanished. Some government economists are now saying that 
a new round of inflation is in the making. They cite the increases in whole 
sale prices during March and April, and point out that rises in wholesal 
prices inevitably are advance warnings of price rises at the retail level 

The Bureau of Labor Statistics wholesale price index shows th: 
sale prices climbed to an all-time peak in March, reflecting hig! 
of farm products. The gain was 6/10 of 1 per cent, the largest 
two years. It is conceded, however, that food prices usually go 
spring, reflecting end-of-winter scarcities. The consumer price index 
too, by 1/10 of 1 per cent. If the experts are right in their observation 
f the WPI, the CPI is headed for another rise next month, perhaps much 
larger than 1/10 of 1 per cent. 

Price stability has long been one of the Eisenhower Administration's 
goals. But in the absence of government price control, price rigidity is 
not easy to achieve. After all, the government-dictated wage settlement in 
the steel wage case eariy this year still stands out as one of the chief factor 


contributing to increased costs and another round (mild) of inflati 


Don’t underestimate the government’s ability to 
economy in the months ahead. 

The Administration has no intention of heading into the November 
elections with sales and payrolls bumping along in low year. The White 
House even now is drafting plans for stepping up activity this summer in 
defense spending, in aid to distressed areas, and in fatter farm subsidies 

The total effect of this additional pump-priming should be to create a 
favorable climate among the voters for Republican candidates in November 

Whether or not the government should or should not have the power te 

(CONTINUED ON PAGE 49 
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rosette 


theresa 


arlene 


young and gay 
in every Way 


Soft and low, these luscious 
new flats by Viner! Sweet 


notes for the lady of fashion 


Y ... to sweeten your sales, 
PLA S THE develop your volume. We 


show just three of many new 


patterns — write today for 


MUTED TONES complete In-Stock catalog. 
IN-STOCK 

FOR FALL Retail $6.95-$9.95 
VINER BROS., INC. 
BANGOR, MAINE 
Shoe Craftsmen Since 1905 











Beauty , Treatment for Leather 


It’s the finishing touch that 


that touch is your United Fini 


Through him, United gives 
special group of fini 
costs and improve appearance 


osrovements in leather “*beauty”’ 


Can Save res noney whel 


Specialist show 


you how the right 
e. DURALENE 
j 


, ana 


treatment for | 
B. B. Chemical Co distributed by nited oh nhinery in, 140 Federal 
Street, Boston, Massachusetts. 


PRODUCTS OF B.B CHEMICAL CO 
THE UBM CATALOG ... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 
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LIA Sets ‘Press W eek’ 
Display of Fall Styles 


NEW YORK—The “pinpointed” 
or “triple pointed” slender toe will 
be featured Leather Indus- 
tries of America stages its 
annual Press Week open house next 


when 
semi- 


month. 

LIA will show fall footwear 
styles to fashion editors of U. S. 
Canadian 
zines, television and radio stations. 
The presentation is for July 
18-23 the visit New 
York to preview next season's ap- 


and newspapers, maga- 
set 
when editors 
parel and accessory fashions. 

the display at LIA 
headquarters will “Leather 
Makes the Point.” Along with the 
extremely pointed will be 
single and double needle styles and 


Theme of 
b e 


toes 


tapered and squared points. 


All Price Ranges—LIA will show 
footwear for round-the-clock wear, 
for all and in 
every range. Among the wo- 
will be both 
and dressy shoes, pumps, flats and 
There will be smooth and 
textured in the predomi- 
fall colors, including the full 


social occasions 
price 
men’s styles tailored 
boots. 
leathers 
nant 
promotional and _ basic 
Shoe-boots, 
and dressy casuals will also be fea- 


tured 


range of 


browns sports shoes 


Tops among the new men’s styles 

high-risers in 
and brushed 
and four-eyelet 
wing tips 
will be shown in depth. 

A special room will be devoted 
to the shoe fads and fancies of 
teenage girls, whom LIA terms the 
fastest-growing group of shoe buy- 
Boys’ and girls’ shoes for 
dress, school and play will also be 
shown. 


will be smooth, 


grained leathers. 


Three- 


slipons, 


bluchers, 


and moccasins 


ers, 


Accessory Exhibits — LIA will 
also display coordinated shoe and 
leather accessory exhibits. 

Each visiting editor will be given 
a packet of news releases and a 
choice of color and black-and-white 
photos. Taping facilities are being 
provided for TV and radio repre- 
sentatives who desire interviews. 
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Appeal on Rubber Imports Set 


Rubber footwear imports in the 
first quarter of 1960 surpassed 
domestic output. As a result, the 
industry will ask help from the 
Tariff Commission under the so- 


called “escape clause.” 


By GEORGE H. BAKER 


WASHINGTON, D. C.—The rub- 
ber footwear industry, hit by an as- 
tounding wave of imported goods 
this year, is finally taking its plea 
for help to the U. S. Tariff Commis- 
sion. 

Imports of rubber footwear in the 
first of 1960 exceeded do- 
mestic (Imports, 30,- 
domestic production, 


quarter 
production. 
379,000 pairs; 
28,216,000 pairs. 


Use “Escape Clause” 
cally, the industry is asking 
U. S. Tariff Commission for 
under the so-called “escape clause” 
of the Reciprocal Trade Act. Under 
this clause, the Tariff Commission 
complaints of 


Specifi- 
the 
relief 


investigates injury 
against domestic industries. 

The Commission has six months 
to hold public hearings, complete 
and recommend 
(such as higher tariffs or 
to the President. The Pres- 


ident in turn has 60 days in which 


its investigation, 
action 
quotas 
to accept or reject the recommen- 


dations. 


The Eisenhower Administration 
has extremely reluctant to 
grant relief to domestic industries 
appealing for relief from imports. 


been 


Senators Interested The deci- 
sion to apply for relief at the Tar- 
iff Commission was disclosed May 
17 following a closed-door meeting 
of industry, union, and government 
officials called by Sen. Leverett Sal- 
tonstall (Rep., Mass.). Harold Put- 
nam, Republican counsel for the 
Senate Small Business Committee, 
organized the meeting on the be- 
half of Senators Saltonstall and 
Kenredy, both of whom expressed 
deep concern over the import prob- 
lem. 


W. E. Brimer, president of Tyer 


Rubber Company, Andover, Mass., 
told the the remarkable 
rise in imports during the first 


quarter is ‘ 


senators 


‘a most alarming devel- 
Production and sales are 
affected, he 
His view was supported by a union 
official, Joseph Arone, who said his 
Watertown, Mass., local is faced 
with a four-day workweek as a re- 
sult of competition from imports. 


opment.” 


being seriousl:- said. 


Quotas Proposed—Mr. Brimer 
said he believes the Tariff Commis- 
sion and the White 
agree to impose quotas on import 
pairage, rather than to try to ad- 
just duty rates upward. 

“The spread 


House should 


between sel'ing 
prices of rubber footwear made in 
this country 
great that a 
the rates of duty would be almost 
meaningless,” he told BooT jAND 
SHOE RECORDER. “My company be- 
lieves that the only effective way to 
solve the import problem is to im- 
Mr. 
presented the following statistics to 
how impor‘s 
flooding the domestic 
wear market: 


and in Japan is so 


moderate increase in 


pose realistic quotas.” Brimer 


show are allegedly 


rubber foot- 
1957 
1958 
1959 
1960 (projected) 


7,000,000 pairs 
19,000,900 pairs 
54,000,000 pairs 
121,000,000 pairs 


Zoris (sandals) account for a 
large percentage of the imports, Mr. 
3rimer said. In 1959, 12 million of 
the 54 million pairs (nearly one in 
every four pairs) were zoris. (For 
tariff purposes, zoris are classified 
in the category “rubber shoes and 
overshoes.”’) 


The Prospects? — Some govern- 
ment experts attending the meeting 
here expressed the unofficial opinion 
that the rapid rise in imports would 
help the industry to make a sound 
case before the Tariff Commission. 

But the industry was reminded 
that the law requires complainants 
to prove injury or threat of injury. 
(Thus far, there have been no plant 
closings and no business failures.) 
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Optimism Marks Boston Show 


New England retailers showed by 
their orders that they look for a 
bigger fall than in 1959. Orders 
were substantial in spite of higher 


retail inventories. 


By OWEN THOMAS 


BOSTON Many of New En- 
gland’s shoe retailers expect a bet- 
ter fall business this year than 
they had in 1959. 

The size of the orders which they 
placed at the May 15-18 show spon- 
sored at the Parker House by the 
Boston Shoe Travelers Association 
was only one indication of this con- 
fidence. Another was that this buy- 
ing was done despite the fact that 
retai] inventories at the time of the 
show were higher than at the same 
time last year, and retailers there- 
fore had ready cash with 
which to new merchandise. 
Easier credit terms helped to solve 
this problem. 


Reorders Included Helping to 
swell the volume of business done 
for spring 
Included 


less 


buy 


were reorders placed 
and early summer styles. 
white 

and white, and the light 


for 


were shoes, some spectators 


orders calles 
immediate delivery of course. 

Delivery of fall shoes was asked 
for August 1, although several buy- 
ers said frankly that they were 
wiiling to accept deliveries earlier 
than that. 

Prior to the show’s Sunday open- 
ing it had that 
the rapid de- 
partments 
hold off. However, 
membering the late 
which caused lost sales during the 


anticipated 
increase in in-stock 
might tempt 


been 


buyers to 
retailers, re- 


deliveries 


early fall of 1959, preferred to play 

They expect to use manu- 
stock departments for a 
their 


facturers’ 
much smaller 


needs. 


percentage of 


A Few Price Cuts—No price re- 
sistance of any kind, irrespective 
of grade or type, was noted. Sales- 
men reported that their companies 
had been able to decrease asking 
prices on perhaps one or two num- 


20 


bers in their women’s shoe lines, 
but added that the decrease was so 
little that it would not affect retail 
prices. 

Styles followed 
tions very closely. In women’s lines 
double and triple needles were re- 
ported to be getting stronger; and 
tapered toes were shown even on 


earlier predic- 


moccasin-patterned casuals. Suedes, 
as always, were bought freely for 
fall selling—these mostly in black 
or warm browns. These same colors 
smooth leath- 


also were ordered in 


ers. Loden green was favored as a 
promotional color. 
Some Green for Men—Green was 
few of the men’s 
The 


even in a 

the show. 
and blacks, however, 
counted for most of the 
Casuals, many of them with high- 
riding tongue effects, were bought 
for early fall openings. The Italian 
still 
business on 


shown 
lines at newer 
browns ac- 


volume 


influence is strong. 

Fill-in 
shoes was negligible 
kids take to 
wear during the 
For fall the 
black, brown 
the 


wear. 


children’s 
most 
for 


since 
canvas footwear 


hot 
popular colors 


days ahead. 
were 
red. Saddle types 


for 


and 


were best sellers back-to- 


school 


Trostel Plans Tenn. Plant, 
Eves Southern Business 
MILWAUKEE Albert 
and Sons Company, Milwaukee tan 
leather fin- 
The 
ipple- 
ment finishing operations carried on 
in Milwaukee and 
particularly 


Trostel 


ning firm, will set up a 
plant at Milan, 


intended to 


ishing Tenn. 


} 
new p int is 


increased 


south- 


permit 
business, among 
manufacturers 

Company President Albert O 
sr. the Milan 
will be a subsidiary operation under 
name Trostel Ine. 
Mr. Trostel is president of the new 


ern shoe 


Trostel, said plant 


the Industries, 
corporation. 

The Milan plant, containing about 
100,000 square feet, will be built by 
the of Milan and 
Trostel Industries. Operations 
slated to start within six months. 


city leased to 


are 


Records Are Broken 
At Midwest Fall Mart 


CHICAGO 
and in 


Both in number of 
buyer 
Shoe 
showing 


exhibitors registra- 
tion, the Midwest 
Association’s fall 
rated the biggest held here in re- 
cent history. 

Traffic was heavy on the opening 
day, a Sunday, and this situation 
continued through Monday and 
Monday evening. Much of the credit 
Midwest 
shows is given to the single-floor, 
better-equipped Palmer House lo- 
cation. The shows moved 
there last 

New on 


Travelers’ 
was 


for the success of recent 


were 
year. 

the list this 
time were three handbag manufac 
turers, the first in their field to show 


exhibitor 


here. 


Brown Calf Leads—-In women’s 
fashion soft calfskins in the 
predominated at the 


lines, 
family 
A decrease of 10-15 per cent 
reported in Many 
treated patterns were being shown 
In lasts both the double and triple 
strong. A 
uppers 


brown 
show. 


was suedes. 


needle were variety of 


non-leather was exhibited, 
among them 


tries and nylon lu 


nylon velvet, 


tapes- 
tres. 


There were new offerings in com- 
] 


bination colors, including black 


with lighter colors such as otter 


Exhibitors of women’s walking 


shoes cited extensive use of pillow 


( ishion insoles Sport hoes were 


show! in many textured 


being 


leathers in black, brown and 


Plush 


Some firms at the show 


green 
pig Was a strong contender 
were push 
ing a square-toe last, but not too 
abbreviated 

considered 


Sport boots were 


popular item for campus we: 


stacked 
ip to 10/8 


some with low heels 


others ranging 


suede, toffee and smoke were mov- 


ing in women’s sport and_ boot 


lines. 

There 
hibitors that the old loafer is likely 
to make a comeback in the women’s 
field. 


was a feeling among ex 


all 
lines, slipons remained an 
tant with both 
and hidden gores. A tendency was 
toward a_ higher 
with a narrower toe, along with a 


Slipons Continue—In men's 
impor- 
category, exposed 


registered shoe 
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move to cuban heels. There was 
some promotion of brown alligators 
in both slipons and moccasins. 
High-riser moccasins were con- 
sidered important, as were plain- 
toe mocs with small ornamentation. 
Black reigned as No. 1 
Also counted 


burnt 


for men, 


ahead of brown. im- 


portant Was olive treated 
with a waxed finish. 
There was a feeling among Mid- 


that 


prominence. 


west shoemen the plain toes 


will return to 


Chil- 
featured 


Innovation for Children 
the 
types of 


dren's lines at show 


washable, water 


Various 


repellent and stain-repellent up- 


pers. Nylon velvet, machine-wash- 


able slipons were a good seller, 


especially in loden green, gray and 
black 
Gaining 


in that order 


influence in children’s 


lines were the durable kangaroo 


leathers 
the trend 


with a 


In boys’ shoes was 


like Dad,” 
slightly 


“just narrower 


and higher heel——-and 


high-risers 


toe 
with 
slipons 
the 
placed under the monk strap on a 
after the 


hidden-gore 
New at 


a snap-type closure 


and 
rated important. 
show Was 


shoe modeled military 


oxford 


Heels— One 
added a 


ing picture 


Sidelight on seller 


of girls’ 
buy 


pointed out, 


footnote to 


shoes 
the 


Schoolgirls, he 


are making a_ rapid 
higher 
first 


Anne heels, they're 


progression nowadays to 
After 
Queen 
insisting that the very next pair be 
least 


heels wearing their 


pair of 


of the two-inch variety—or at 
somewhere it between the two 


heights 


In growing girls’ lines at the 


how, a big seller was stain-repel- 
oxfords 


multi-col- 


lent, water-repellent 
vith 


sport 
synthetic soles, in 
ors. Also important were nylon vel- 
vet patch oxfords and nylon velvet 
synthetic soles. 


saddles with 


Fewer Plants, Census Shows 

WASHINGTON, D. C The 
number of U. S. footwear manufac- 
turing plants with 20 or more em- 
ployees dropped to 890 in 1958 from 
931 in 1954, according to the U. S. 
Census of Manufactures. These fac- 
tories had 193,800 production work- 
ers in 1958 compared with 200,000 
four years before. 
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WCSTA Mart Rates as ‘Buying Show’: 


Los Angeles Exhibitors Busy 


Business continued at a fast pace 


not only on Sunday but through- 


out the show. It appeared that 
shoe retailers were looking to fall 


with confidence. 
By NORMAN PHILLIPS 


LOS ANGELES 
to be facing the future with confi- 
dence, judging from the 
that went on at the Fall Shoe Show 
sponsored here by the West Coast 
Shoe Travelers at the 
Biltmore and Sheraton West Hotels. 
but that 
show: a 


Retailers seem 


buying 


Alexandria, 
There is question 
this 
prowl along the corridors revealed 


no 


was a good selling 


manufacturers’ representatives 
working with buyers almost with- 
out letup. Sunday, the opening day 
of the show, is always a busy one. 
But this time the working activity 
Monday and 
Tuesday and even into Wednesday 


continued through 
morning to some extent. 


“Elegance” in Styling Design- 
had 
with which to work. 
trends 


rumored 


exhibitors plenty 
While no star- 
were 


ers given 


tling new revealed 


and a introduction of a 
baby doll pump failed to material- 
ize—a definitely new look to the 
needle toe was noted. 

The best word for stylings would 
be “elegance”; a very elegant, 
mood 
shown. 


simple, sophisticated 
all the 


refinement of 


per- 


vaded lines Great 


line, simple deco 
and subtle stitching were used in 
stead of elaborate ornaments. 

The needle toe is longer, stronger 
than ever. It domi- 


and pointier 


nated every type of shoe in every 


line. 

Black Predominates— For 
wear, black will be the important 
this fall, with 
prophesying it will 


dress 
color some reps 
for 70 
per cent of total sales. Next strong- 
est capture 20 
per the market, will be 
ranging from a shade so 
dark as to look almost black down 
to light beige. 

The balance of the market 


account 


color, expected to 
cent of 


brown, 


is ex- 


pected to be divided between vari- 
muted background tones, with 
grays, loden greens and yellow-dom- 
inated greens important. 


ous 


In sports wear, more 


brushed 
will be There has 
been a lot of action in this mate- 
rial, especially in booties. 


leathers used. 


Saddles for School 
styling saw a strong trend to a 
lighter look. Saddle oxfords still 
lead the field for school, but in new 
variations including velvets. Patch- 
work treatments showed strength, 
with black the favorite, but browns. 
reds, green and gray appeared in 
the picture. 


Dress 


Youngsters’ 


shoes for the same age 
group featured taper toes in strap 
pumps, small stacked 
Anne covered 


lines. 


heels, Queen 

some 
Bows were popular and ma- 
included black patent, 
ored patent, reptiles and even alli- 
gator. 


and heels in 


terials col- 


Opposites 
salesmen 
with. 
divided 
soft, 


for Men 
will 
Their 


into 


Men’s shoe 
lot to work 
proved to be 
groups: a very 
lightweight shoe of 
Italian type featuring the narrow 
look, and the exact opposite, heavy 


have a 
styles 
two 
elegant, 


brogues of pseudo-collegiate fash- 
ion. The former carried the bulk 
of the action but the latter showed 
enough strength to be worthy of 
consideration. 
Colors included black, very dark 
browns, and a variation of the lat- 
ter with a greenish cast. 
High-risers debuted 
men’s dress shoe lines. 


here 


A Working Show—The WCSTA 
shows have earned reputations as 
working shows and social functions 
are held to a minimum. 

This year the only such event 
was a style show and luncheon. 
presided over by show co-chairmen 
Sam Steinhart and Milt Utzinger. 
Commentators for a shoe fashion 
parade at the luncheon were War- 
ren Hickey (Simplex), Phil Graftis 
(Crosby Jack Evans 


Square) and 


( Joyce - 
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Weinbrenner Shareholders Approve 
Sale of Firm to Textron; Name Altered 

MILWAUKEE-—Stockholders of the Albert H. 
Weinbrenner Company have approved sale of the 
firm to Textron, Inc., widely diversified industrial 

at a meeting here. No objections were voiced 
to the transaction, according to company spokesmen. 
The selling price was not disclosed. 

Corporate name of the firm was changed to Wein- 
brenner Corporation. The firm will operate as a 
wholly-owned subsidiary with the same officers, and 
established company policies are expected to be re- 
tained. 

Royal Little has been named chairman of the 
Weinbrenner board of directors. 


(See earlier story, page 75) 


Depreciation Allowances on Machinery 
Are Inadequate, EJ Executive Says 
CINCINNATI 
ances on equipment and machinery are impeding the 
shoe industry’s growth, claims Raymond A. Mills, 
vice-president of Endicott Johnson Corporation. In a 
statement issued at the close of the North American 


Inadequate depreciation allow- 


Factory Management Conference, he said early re- 
form is essential. 

He urged the industry to support a program which 
would increase depreciation allowances enough to 
enable the industry to meet the situation created by 
obsolescent equipment plus foreign competition. Said 
Mr. Mills, ““New components and materials which are 
increasing the quality, durability and comfort of 
American footwear require new production tech- 
niques and new machinery.” 

Endicott Johnson’s outlay for new machinery has 
grown almost 30 per cent over the last year, Mr. 
Mills said. In the past decade, he pointed out, ma- 
chinery costs have “spiraled” while the value of the 
dollar has shrunk. “Yet depreciation allowances have 
not increased materially since 1954.” 


Green Shoe-U. S. Shoe Merger Rumor 


Quashed by Samuel Slosberg Letter 


BOSTON — Published rumors that the United 
States Shoe Corporation, Cincinnati, O., and the 
Green Shoe Manufacturing Co., Boston, Mass., are 
preparing to merge were officially denied by Samuel 
L. Slosberg, president of Green Shoe, in a letter to 
his firm’s customers mailed Thursday, May 26. 

Mr. Slosberg called the rumors “unfounded” and 
stated that the company would “continue to operate 
as it has in the past and as it is doing at present.” 

Green Shoe has one plant in Boston whereas U. S. 
Shoe, headquartered in Cincinnati, has branch fac- 
tories in Chillicothe, Greenfield, Harrison and Ripley, 
O.; Crothersville, Osgood and Vevay, Ind., and 
Vanceburg, Ky. 


Baltimore Fall Show Set for July 10-13; 
Retailers in 9 States Get Invitations 

BALTIMORE—A number of new exhibitors have 
signed up to take part in the annual Baltimore Shoe 
Show, July 10 to 13 in the Lord Baltimore Hote! 

By mid-May more than 30 exhibit rooms had been 
reserved, and the total number of exhibitors may 
exceed 60. The show is sponsored by the Baltimore 
Shoe Club and the city’s Associated Shoe Travelers. 

W. Milton Volk, chairman of the show, said a 
stepped-up advertising campaign is being carried on 
in advance of the event. A series of direct-mail pieces 
is going out to over 10,000 retailers in a nine-state 
area. Traditionally, many of these merchants wait 
for the Baltimore show to do the bulk of their fall 
buying. 

Show leaders hope for an attendance 
of 1000. 

Mrs. Sara H. Abrahams, the show's co-chairman, 
said plans have been made for a banquet Tuesday, 
July 12, in the hotel’s main ballroom. Dancing and 


a floor show will be on the program 


Tanners’ Council Joins with NSMA 
As a Sponsor of Early-Birds Breakfast 
NEW YORK—The semi-annual Early-Birds Break 
fast, a regular feature of the Shoe Resources Market 
Week program, will be co-sponsored in the future by 
the Tanners’ Council of America and the 
Shoe Manufacturers Association. Forme 
alone sponsored the breakfast 
The two groups are working out final arrangem 
for the coming breakfast, Thursday June 23, at 
a.m., in the Statler-Hilton Hotel. Under pre 
plans, four panelists will take part—-two repre 
NSMA and two from the Tanners’ Council 


Same Shoes, Different Heel Heights: 
Retailer’s Invention Makes It Possible 

WASHINGTON, D. C. 
day allow women to wear the same shoes with dif- 
ferent heel heights for different occasions. The 
inventor is Marion Mistarz, who with his brother, 


Telescopic heels may some- 


Joseph, operates a shoe store in Oak Park, III. 

The telescopic heels are hollow and are fitted with 
an extension matching the rest of the heel in color 
and material. The heel extension is moved in or out 
by turning a small nut near the top front of the heel. 
The nut can be turned without the use of tools and 
it is also covered to keep out dirt and to lock it in 
place. 

The inventor claims that retailers will be relieved 
of the necessity of stocking different heel heights 
for all colors, styles and sizes. 

Mr. Mistarz was granted patent No, 2,934,840 for 
his “‘Telesco” heels. 
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46-1008 
“Heart wing 


Handsome 
style in 


new “Walnut brown” 


leather Also available 


in “Ivy” green and black. 


Yes, that’s right — no less than 80 youthful, fast-moving 
Styles to retail for $9.95 and $10.95, at full mark-up. 
Dynamic Douglas also offers: 


@ 54 high-grade styles to retail profitably at $11.95-$14.95. 


@ A complete line of boots and service shoes for all types of 
jobs and outdoor activities. 


® A value-packed group of boys’ shoes — including official 
Boy Scout shoes — to retail at $7.95 and $8.95. (Many 
are scaled-down versions of popular men’s numbers, so 
you can offer complete coverage from size 2 through 12.) 


@ A group of shoes and slippers for “impulse” extra-pair sales. 





= 


¢ f To capture 


the profitable 
young men's manket 


O10 


$995 os 0s 


@A complete year-round window program plus distinctive, 
practical in-store display units. 


@ A strong national advertising program to enhance a name 
that has stood for excellent shoemanship since 1876. 


Write for full details of how you can “Go Douglas”... to 
more customers, sales and profits! 


Lay 


SHOES (@$ FOR MEN 


DOUGLAS SHOE COMPANY, NASHVILLE, TENNESSEE, A GENESCO SUBSIDIARY, 





...priced within the range 


most people want to pay 


for boots! 


olden 


Ts Ie CERT S 


Roo 


This is Acme’s finest the boot that will ap 
peal to more people than any western boot in 
history. Rich in feel and in looks with the 
added touch of golden leathers! And yet, they 
are priced within the range most people like to 
pay for boots 


MENS 


BOYS and GIRLS 
BY i aa 


95 
5 9¢ 


** IMMEDIATE 
DELIVERY”’ 


Backed by Acme’s all-time greatest advertis 
ing campaign, including full-color pages in 
Life, Look, Saturday Evening Post and Western 
Horseman 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee 
WORLD’S LARGEST BOOTMAKERS 





Junior Miss Nylons 

are specially shaped Stretch Socks for the whole family! A complete department 
for the contours of the teen-age leg. ; with styles and prices to catch every eye. Self merchandiser 
Top quality in appealing styles and fashion hues. FREE with 30 dozen order. See new catalog. 

Brass plated, lacquered counter display stand 

FREE with 6 dozen order. See new catalog. 


Folding Slippers now available for children thru 
‘teens are a natural for getting bonus sale. See 
new catalog for stunning variety and new smart 
styling. Free counter display with 12 dozen order. 


TRIMFIT, DEPT. S6, Empire State Bidg., N.Y. 1 


FREE 
NEW 
FALL-WINTER Store Name 
"60 CATALOG 
JUST MAIL 
COUPON TODAY 





Adar 














TRIMFIT, Empire State Bidg., New York 1, N. Y. ¢ Los Angeles, 1047 S. Grand Ave. « Offices also in Chicago, Dallas, Phila., Boston, Toronto 
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Tue E'= Jay rues 


AGAIN THIS SEASON! 


E-Jays ... the popularly priced children’s shoes 
with the features mothers look for... 
advertised in PARENTS’ Magazine this Spring. 
Make 


selling effort with a tie-in promotion of your 


are again 


E-Jays part of your Spring and Summer 


own... they can help make this your best sea- 


son ever! 
If you're not now stocking E-Jays, drop us a 
line and an Endicott Johnson salesman will call 


on you soon. 


— ins — SHOE SELLING FEATURES: 


1. The famous Guide-Step principle in some styles lesigned 


to guide body weight to the strong outer edge of the foot 
2. Permacounter new miracie polyethylene counter that 


lasts the life of the shoe. Can't break down! 
3. Flexible, non-marking sole. 


4. Pacifate 
mildew and bacteria. 


protected lining to help prevent athlete's foot, 


5. Tough nylon thread throughout. 


6. Polyethylene midsole. 


PRICED TO RETAIL PROFITABLY AT 


Kt 


and E-JAY GUIDE-STEPS 


e.) 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. 
«-- the famous family name in shoes 


Boot and Shoe Recorder 





by JOHN REILLY 


Editorial 





Facing Up 


ITH 


an exhaustive 


that it will embark on 


survey 


the announcement 
technical 
Council of 
increasingly 
Trouble has 


1 many years for the tanning industry, 


market and 
the 


facing up realistically to an 


research program, Tanners’ 
America is 
erious threat from non-leather materials 
been brewing fe 
as one shoe component after another has fallen to the 
producers of 


synthetics 


{ Hard Look 
Industries of 
the Council, through a 


Leather America, arm of 


ited 


promotion 


determined and well-exe 


public relations and 


has suc 
the 


eto} 
material 


advertising campaign, 


ceeded in building a “quality” image for leather in 
mind, 


But 


consumer's 
for 


material i 


particularly as an 
that a remarkable 
in the pilot 


upper 


shoes word new shoe 


at least stage of production, 
convinced that the time has 
come to take a good, hard look at their product and 
its potentials. 

If the market study 
which the Council is planning is pursued as 
the skill as that which marks pro- 
motion work of Leather Industries of America, it will 
produce market information which 
needed by the whole shoe industry 
phase of the program 
the qualities and functions of leather in com 
with other materials third 
which will explore 


has apparently tanners 


and technical research program 


vigorously 


and with same the 


data and has been 


long and sorely 
The 


aluate 


technical research will 


arison There is a project 


the plan, “engineering analysis,” 
ways to revamp the technology of tanning to increase 
efficiency and uniformity of 


and improve the quality 


leathe 


{ge of Research 

We 
development and precision marketing practices. 
fronts, 
the 


wants to 


and 
On all 


what 


are living in an age of research, design 


industry determine 
and 
wants to 


is probing deeply to 
when how he 
much he 


Population studies are being made 


consumer wants where, 


buy it, and how pay 
by age groups and 
by geographical areas to pinpoint the highly selective 
markets of the future. Studies 


family income and its disposition are being made by 


and projections of 
forward-looking marketers across the industrial front 

Those industries which know their markets best and 
have products designed and engineered specifically for 
them, will profit most from the gigantic fund of dis- 
cretionary dollars the 


Americans will spend in next 
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these are 
the 
They warn, too, that luxury goods will 
share of those 


“essentials,” such as apparel, food and shelter 


ten years. Economists warn, however, that 


“discretionary dollars” and will be spent as con- 


sumer sees fit. 
so-called 


This is 


get a larger dollars than 


of special significance to shoe business. 


Research of any sizeable dimension came in the shoe 
industry oniy in recent years. There is much still to be 
the 


BS 
ing 


learned about shoes: what consumer likes and dis- 


likes in footwear, if our sty 


picture is of consumption 


is right, what the true 


by sex and age groups and 


price ranges. There exists, too, a great need 
f 


or a comprehensive study of sizes 


{ Neglected Area 
With its 


industry 


proposed research program, the leather 
is getting into an area which has long been 
neglected It is doing so for reasons of self-interest, 
perhaps of self-preservation. But, the study will most 
certainly the 


one of 


produce information which will benefit 
The program is to be 
basic, fundamental shoe market 

For long a the 
certain consumer attitudes toward shoes. 
the matter of have 
always been considered a cost-of-living item and, there- 


whole shoe industry. 


research. 
time, has assumed 


too 


industry 
For example, 
there is important price. Shoes 
fore, it has been assumed that the consumer primarily 
low-priced Yet no 


made to determine how important price actually 


wants footwear. survey has ever 
been 


is to the various categories of consumers. 


On a Broad Scale 
This is one of the questions the proposed survey will 
attempt to clarify. It will attempt to establish as well 
exactly what consumers do want and expect to get in 
the they The 


sufficiently broad scale to acquire these facts, to deter- 


shoes buy. survey will be made on a 


mine consumer shoe needs and to interpret what they 
mean to manufacturers as well as to tanners 

The industry has been relying too much on hindsight 
and analysis of production figures in its attempt to 
evaluate changes which are taking place in the shoe 
market. The markets of the future 
complex than those of the present or 


will be far more 
the They 


will require foresight and projection as well as analysis 


past. 


if a basis for profitable promotion and merchandising 
is to be established. This is the goal of the proposed 
tanning industry study and it is much more; it is a 
common goal for the whole shoe industry. 
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SHOES 
By Tusebeck 
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Y Age: as it is in wearing qualities, this 
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“If people are bored with most of 
the products they buy and are bored 
with the way they are being sold, it 
is high time that national 
tisers got together with their retail- 
ers for some plain talk,” says 
CHARLES H. BROWER, president 
of BBDO, one of the country’s larg- 
est advertising agencies. “Any sense 
of boredom 


adver- 


we have noticed has 
the more 


with the consumer,” he added. 


been with retailer than 


for 


People like 


are hungry dynamic, 


“People 
fresh, original selling. 
advertising. Advertising likes them; 
challenges them; stirs them up; 
dares them to do better; takes them 


by the hand and shows them how.” 


* - 


Testifying for Downtown, GERALD 
L. MOORE, 


Minneapolis, 


Council of 
said: “Cities 
in the fu- 
to make Down- 


Downtown 
Minn., 
that are to grow greater 


ture must continue 
town a center for financing, trading, 
selling, entertainment and govern 
ment facilities. We must do every- 
make it easier to 
get Downtown, and to make it inter 


people 


thing we can to 


esting to when they are 


Downtown. 
the 


organization. 


by-word of 
We 
grasp every 
hand to strengthen the 
Downtown. It is 
the 
transact 


“Action must be 


any Downtown 
must be dedicated and 
measure at 
position of 


that 


only 
here greatest number of 
people the greatest 
amount the smallest 
business area. Where change is nec- 
must be willing to act. 
That which will not change for the 


can 
of business in 


essary, we 
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of the Trade 


better, certainly time will chang: 
for the worse.” 


* * ” 


From past to present! Our man, 
FRED GANNON in Salem, Mass., 
that the trade mark 
Creations” sold thousands 
of cases of shoes for Joe Caunt of 
back in the good old 
McKay’s, the 


reminisces 
" ‘atch uv 
Lynn, days. 
These 
then. 

“Nowadays,” 


were novelty 
says Fred, “‘we are in 
another ‘whirling cycle of changes’ 
in shoemaking Multi- 
tudes of that 
need titles appropriate to the time 


and selling. 


shoes and novelties 
and place. 

coining names for fu- 
Names for shoes in the 


“Is anybody 
ture shoes? 
Space Age?” he asks and suggests, 
free: “A-Toe-Mic Shoes 

Last Chem-X Leather.” 


for 
Lunar 
Net- 


man-Marcus these past several years 


The fortnight presentations at 


have proved so successful the store 
has now decided to double the one for 
October 17th through 
12th. These 


researched 


this year... 


November events are 


thoroughly and set up 


to make them as interesting and 
That is 
under way as 
for the October date. 


This will be a month-long presenta- 


exciting as possible. why 
get 


February 


plans early as 


tion of Italian merchandise and cul- 
tural manifestations. Previous “fort- 
“Quinzaine 
“Britis 


“South 


presented a 
1957; a 
1958 


American Fortnight” last year. 


nights” 
Francaise” in 
Fortnight” in and a 
“In addition to the Italian govern- 
ment, will 
this 


itself, we be joined in 
Italian 


painters, 


‘Fortnight’ by indus- 


trialists, writers, musi- 
cians, sculptors and artisans repre- 
senting every aspect of Italian life,” 
said Edward S. Marcus, executive 
vice-president of the store. “We be- 
lieve it will be the greatest showing 
from Italy North 
America,” 
This 
Neiman-Marcus but encompass 
the entire city of Dallas. The Dallas 
Public Library will feature a Sardi- 
nian Craft Show (from the Smith- 


ever seen in 


he continued. 
not be confined to 


event will 


will 
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Dallas Mu- 
Arts will hold an 
Show. An _ Italian 
is being planned at 


Institute). The 
seum of Fine 
Etruscan Art 


festival 


sonian 


movie 





the Dallas theaters. The Dallas Civi 
Opera Company and Symphony Or- 
chestra are hoping to bring the best 
of Italian opera and music to Dallas 
at that time. 
Present plans call for the exterior 
of the with 
reproductions of giant tapestries and 
rugs featuring the Contrada, 
medieval guild symbols for various 
craftsmen. The different 
the store will represent 
cities in Italy in decor. A 
three-dimensional collage of Rome, 
picturing all of the great cultures 
of that city throughout the ages, 
will be on the first floor. The Second 
floor will be reminiscent of Florence 
and Milan. The Third floor will rep- 
resent the Islands of Italy; and the 
Fourth floor, Venice. Extensive corps 
of Neiman-Marcus buyers are being 
sent to Italy to seek out special mer- 
chandise in all fields to be featured 
during the event. 


store to be decorated 


rare 


Italian 
floors in 


various 


needs and deserves aca- 


have 
college 


Retailing 
attention, retailers 
laggards in utilizing 
trained personnel, was the theme of 
a recent talk by DR. WENZIL K. 
DOLVA, dean of the School of Busi- 
ness at Western Reserve University. 
“We need better education for re- 
tailing under the existing  pro- 
grams,” said Dr. Dolva and added: 
“Certainly, a retailing 
merit from a consumer educa- 
tion point of view. In order to be 
worthwhile, it must be one that 
retail operation and ex- 
penses. In the long run, we can only 


demic vet 


been 


course in 


has 


analyzes 
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reduce retailing costs as the con- 
sumer has an understanding of 
these costs. Both sides of the coun- 
ter need effective retail manage- 
ment programs. The consumer, by 
her service demands, adds greatly to 
costs. Ineffective management from 
‘back of the counter’ also adds 
greatly to retail costs. 

“Retail must be 
Greater knowledge, consumer re- 
search and better planning can 


lower costs.” 


costs lowered. 


“Despite the slow start, attributable 
largely to unfavorable weather in 
the first quarter, 1960 promises to 
be very satisfactory, though with 
few, if any, new highs,” said 
EDWIN B. MORAN, executive vice- 
president of the National Associa- 
tion of Credit Management. He sees 
money holding at its current prime 
rate; consumer credit rising $2 bil- 
lions with a good repayment record; 
industry in many lines at unequaled 
production levels; our Gross Na- 
tional Product already touching 
$500 billions. Expectations are for 
a normal growth compared with a 
year ago... “less sharp, less fast, 
less oomph.” 
A tough and difficult period con- 
fronts companies content to follow 
the crowd but there will be plenty 
of profitable 1960 business for those 
who go all-out to get it, he said. 
“The rewards will go to those who 
step ahead and lead the field.” 
- . * 
“Those who believe they can, can 
and will.” (Virgil) 
+ . a 

“Prosperity is decidedly habit-form- 
ing,” writes HERBERT A. LEG- 
GETT, editor of ARIZONA PROG- 
RESS, the Valley National Bank’s 
Phoenix, Ariz.) house organ. “Al- 
though boom times usually start 
slowly and hesitantly,” he continues, 
“even the skeptics who resist at first 
finally break down and try to get 
into the act. 

“If our present prosperity ever loses 
its steam, the point to remember is 
that we are now acquring many 
beautiful and expensive things ordi- 
narily beyond our reach. ...A raise 
every year and a every 
Christmas. Lush expense accounts. 
3igger dividends. Higher interest. 
Stocks and real estate on the move. 
No one can convince the beneficia- 
ries it isn’t real—or isn’t good.” 


bonus 
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Profile.... 


by ESTELLE G. ANDERSON 





ABRAHAM L. ROSENBERG 


SMALL seashell and Number 26 on his calling card immediately 
identify the man and his interests. Abraham (Ab) Rosenberg 
is a conchologist. He used to spend his spare time walking the 

sandy beaches of Key West and Coral Gables in Florida, where he lives, 
looking for the “gifts of the sea.”” But, he hasn’t had much opportunity 
to pick seashells during the past six months, because of Number 26 
He is completely engrossed, enthused and dedicated to No. 26; and if 
by any chance you don’t know what No. 26 is, he will tell you. “It is 
the functional shoe for children being made by the Precision Shoe Com- 
pany, a Division of Genesco in Nashville, Tenn.” 

Ab Rosenberg has been concerned with children’s feet and fitting 
for the past 32 years. His contribution . originating new methods 
for fitting children’s feet so as to give them a base for healthy develop 
ment. “That is why I am so excited about No. 26,” he says. 

“Here am I, in the last stretch of my business career, returning to 
children’s shoes, with additional background in many fields, especially 
merchandising and retailing. At this point, No. 26 represents the finest 
contribution I have seen made in the children’s shoe field. It represents 
fulfillment of an opportunity to further children’s foot health. If I had 
it to do all over again, I would do my part of it exactly the same way.” 

To get to the present, we must start with the past, and the time in 
1924, when Ab Rosenberg graduated from New York University and 
went into the advertising department at Macy’s in New York. Four 
years later, he switched to merchandising and went through each 
progressive step: head of stock, assistant buyer and, in 1931, buyer of 
children’s shoes. What a time to become head of a department, at the 
start of the greatest depression we have ever had. However, while 
over-all store sales volume declined from $100 million to $74 million, the 
children’s shoe operation went from one-half to nearly one million 
dollars. Why? Ab explained: “Because we dedicated ourselves to chil- 
dren’s foot health. That is when we introduced many innovations and 
the personalized fitting services that have continued through the years. 

“We introduced the Fitting Counsellors, men of superior aptitude 
We trained them in our own school of fitting (a 

(CONTINUED ON PAGE 41 
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novel patio style is currently being promoted active 


by high-grade men’s shoe stores and departments throughout 
the country. Sales have been particularly good on the West 


Coa and at cesert resorts 


The fresh original styling and many of the other features 


embodied in this shoe indicate that will have marked influ- 


1 


ence on future chukka boot styling is detailed in luxury 
sheen suede, is completely lined is very flexible 
shoe is a rich golden shade with a white microcellular sole 
the line also includes black, white and a wide range of 
colors. The darker colored styles of this sl 


piping of brilliant contrasting colors. 











College Styles 


O you type all your college girl customers, or 

do you recognize that there are girls who go 

to women’s colleges and girls who attend co- 
educational universities, and that their points of view 
are quite different? 

The girl on the all-woman campus has been noted for 
years for her sloppy look. This trend has been chang- 
ing, we are glad to say. Still very informal in her way 
of dressing, she does not make a fetish of looking her 
worst. Culottes, worn just over the knee, and skorts, 
that combination of skirt and shorts, both favorites 
on Eastern women's college campuses, look neat and ap 
propriate. 

These girls, with no need to compete for male 
dents’ attention, have a practical outlook. One observant 
junior, at such a college, points to climate as a deciding 
factor in the choice of clothes. Cold winters, with snow 


or plenty of rain, put baboushka scarves on their heads 


aft 
i 


and real protective stormy weather boots on their feet. 
Classic raincoats are part of their standard equipment 


Left, top to bottom: black suede date shoe with faille 
trim, little shaped heel, Cobblers; practical over-shoulder 
bag, Greta Originals; spectator pump, 18/8 straight 
stacked leather heel with matching handbag, both from 
Easy Goers. Below: convenient belt-purse combination, 
Roger Van S; Norwegian moccasin, best selling type 
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Come Tiwo Ways 


by ELEANOR M. RUTTY 


Vulcanized, water-repellent sneakers are the favorite 
shoes to wear to classes and on to gym. 

The hnand-stitched moccasin is a favorite for girls 
everywhere. Variations on this type are many and at- 
tractive. A new moccasin vamp treatment or slightly 
different heel shape give that extra kick for girls who 
want more style in their flats. These are the girls, on 
cold winter campuses, who also will go for novelty lined 
boots. 

Flats can also inciude dressy types; happy thought 
for the tall girl who wants to look pretty but cannot, 
or will not, wear high or even medium high heels. And 
then there are the pretty curved “little” heels—14/8 up 
to 19/8—a popular date shoe height with many girls 





everywhere. Another general favorite is the spectator 
on medium stacked leather heel, classic or in a new 
version, good on co-educational campuses or as an off- 


campus tailored date shoe 


Right, top to bottom; “Missile,” unlined grained leather 
stepin, 4/8 stacked heel, Lucerne by Viner; date skimmer 
on pancake heel, available in smooth and suede leathers, 
Pan American Modes; folded tongue pump on 8/8 
stacked leather cowboy heel, matching bag, both from 
Sandler of Boston. Below: types of campus favorites 

a sneaker, a boot and multiple belts to wear together. 
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Shoes and the Consumer 


} 


come a long way frem_ pre-Rev 


tionary France when it was illegal for anyone 


except princesses and duchesses to wear silk 


It is not so easy today to indicate status and rank by 
clothing One of the subtle 
methods of doing so is by how we sit. 
of the niceties that is taught at all good 
schools and to models and actors. For both 
women, the most visible part of the body when we sit 

the feet, and it is the shoes’ relationship to 
other and the floor, and their direction, which deter 
mine the kind of sitting position we assume. 
awareness of this contributes to both 
women’s interest in On a deep level they are 
aware that shoes can be not only useful and handsome, 
In the 
story, Gigi’s aunt teaches her how to insinuate herself 
into a chair and move her shoes on the floor as the 
10st important sign of being a lady. 

Clothes not 
but also the role and status to which he 
Those people who are interested in climbing 
up the social scale know that one way of doing this is 
to dress like the people with whom they would like to 
identify themselves. In a study conducted recently by 
the author on the “silent language” of the classes, by 
which we non-verbally communicate membership in one 
class or another, shoes were the most frequently men- 
tioned item of clothing which indicated the achievement 
and maintenance of both men’s and women’s class and 


as it used to be in France. 
Sitting is one 
finishing 
men and 
each 


some 
men’s and 


shoes. 


but can also indicate the wearer’s social role. 


can indicate only a person's role and 


t.< . 
status 


would 


aspire. 


atus 
It is not only the social role which shoes communi- 
Some of the psychological tests which 
with shoe 


a close connection in 


ate to people. 
we conducted in interviews 
showed that there was many 
people between how they saw the world and how they 
saw shoes, and especially their own feet in a pair of 
The shoes represent a kind of microcosm of the 
world; their feet experience the shoes in which they 
are shod in much the same way as they experience 
the world. 

There is growing recognition in a number of ways 
of the importance of shoes. The extremely 
and intimate nature of shoes is seen in the great reluc- 
tance of most men to select shoes for women as gifts. 
This reluctance is found even when they know the size 
and the preferred store or are reassured that the shoes 
can be returned if they do not fit or are not satisfac- 
tory for some other reason. Women almost as 
reluctant to buy shoes as presents for men. Even 
though women buy more men’s shirts than men do, 


connection 


snoes. 


personal 


are 





This is the last of a series of articles by Dr. Winick on the 
underlying reasons why people buy shoes. 
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by DR. CHARLES WINICK 
for their 
Men are seldom con- 


they are seldom ever consulted opinion on 
their man’s purchase of a shoe. 
sulted either by women about women’s shoe purchases 

More knowledge about the 
lead to more mutuality of purchase, and this suggests 
Women 


wardrobe; shoes 


other sex’s shoes would 


a possible direction for industry activity now 
select or buy four-fifths of a man’s 
represent the only important single purchase in 
they are not involved, even though they buy the 
jority of related items like socks. When women accom 
pany their husbands shopping for 
versa, retailers know that there will be fewer 


which 
ma 
clothes and vice 

returns 
and greater satisfaction, suggesting some possible 
effects of more mutual participation in shoe purchases 
Consumers can make some reasonably accurate guesses 
on the kinds of people who are likely to wear different 
styles of this 
than men are, but even men are somewhat alert to the 
kinds of with 


this was even true of slip- 


shoes. Women are more sensitive to 


of various shoes types of 


In our study 


association 
shoe wearers. 
pers, in which consumers were generally able to dis 
tinguish a range of from the 
woman's mule at one extreme to scuffed non-glamorous 


wide types, elegant 


slippers at the other. In their responses to our projec- 


tive tests on shoes, it was quite obvious that the re- 


themselves into, and saw 


which they 


were 
wearing, 


projecting 


the 


spondents 
themselves shoes to were 
associating. 

One reason for this projection of personality into 
shoes is that most shoe advertising merely the 
shoe itself. The consumer who looks at shoe advertis- 
ing sees it as a kind of projective test into which he 
can project himself, and automatically puts a pair of 
the He 
look in the 


is thus a plus 


shows 


legs and a person onto shoes also imagines 


how he (or she) would 
only shoes in advertisements 


shoes. Showing 
because 
it encourages projection of the wearer into shoes and 
a minus because it is an unused opportunity to asso- 
kind of with kinds 


ciate a specific speciiic 


of shoes. 


persons 


Shoes and Value 


Most consumers when asked from which item of 
clothing they felt they got the greatest value answered 
that shoes represented the greatest value. This was true 
of both men No other item of clothing 
at all approached shoes in this comparison, or in the 
extent to which a shoe is reflect 
accordance with its price. 

The consumer has a feeling that 
direct connection between the price of shoes and their 
quality. He is more likely to believe that higher prices 
are correlated with better shoes than he is to believe 


and women. 
value in 


believed to 


there is a very 
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Motivation 





Women now select four-fifths of a man’s wardrobe. Shoes are the 
only important single purchase in which they are not involved, 
even though they buy the majority of related items like socks. 























The consumer has a feeling that there is a direct connection be- 


tween the price of a shoe and its 


uality. Buyers believe that a 


$20 shoe is more than twice as good as a $10 shoe. 


the same of any other article of clothing. The experi- 
ence of department stores, which have a variety of 
goods on sale, offering approximately the same pro- 
portion of reduction on various kinds of merchandise, 
has been that consumers are traditionally slow to act 
on “bargains” in shoes because they are accustomed 
to believing that there are few real bargains in the 
sense of a sharp price reduction. 

Consumers of both men’s and women’s shoes be- 
for example, a $20 shoe was likely to be 
Even 


lieved that 
much more than twice as good as a $10 shoe. 
though they had difficulty in putting this difference 
into words or in terms of specific qualities of shoes, 
they were generally quite positive about the existence 
of the difference. They also felt that others could tell 
the the of shoes from 
appearance, even though they could, of course, not see 
the label or know anything else about the shoes. 


difference in two pairs their 


We asked our subjects about a hypothetical situa 
tion involving different items of clothing: “You have a 
choice between buying a pair of shoes at $12.95 and 
$17.95. All know about the shoes is their price. 
Which would you buy?” The same question with vary- 
ing paired prices was asked about different items of 
to which 


you 


clothing, as a measure of the extent a con- 
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sumer associated price with quality. Shoes were far 
and away the only item of clothing about which almost 
al! respondents unequivocally said they would prefer 
to buy the higher priced pair regardless of style and 
other factors. There was no such unanimity about any 
other article of clothing. 


Purchasing and lse Behavior 

In the purchase of shoes, men are more likely to 
regard the brand as slightly more important than the 
store in which it is bought. By contrast, women are 
slightly more likely to regard the store as more im- 
portant than the brand. This is probably the result 
of the relatively smaller number of brands with which 
men are in contact. Where there was store loyalty in 
both men and women the major reason given for store 
loyalty was that the store carried a particular kind of 
shoes, rather than that the personnel of the store was 
helpful. However, the major reason cited for store dis- 
loyalty, if we can coin such a phrase, was shoe sales- 
men who were not helpful, especially in fitting and in 
showing a variety of styles. 

Some women expressed envy of men because men’s 
shoe stores almost always carried a wide variety of 
relatively standard whereas they felt that 

(CONTINUED ON PAGE 44 
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"and fit—and to 


Pacifate Protéet ; Manas The combination adds up to 


plus-profits! Amazing Pacifate, Pacific Mills’ new germicidal process, lasts for the life of 
the shoe, preventing reinfection from Athlete’s Foot, retarding foot odors due to bacterial 
decay and perspiration. In addition, Pacifate preserves leather from drying and cracking, 
giving the shoe longer wear and more comfort, making it a greater value. Hang-tags are 
available to you to remind your customers of this extra value they're getting. In short. 
there’s no other lining like it: Pacifate is the only shoe lining approved by the National 
Foot Health Council. Smart shoe manufacturers everywhere are taking a cue from 
Brooks...winning hygiene-conscious mothers with Pacifate linings...and making extra 


profits for themselves! 


¢: WAMSUTTA/PACIFIO noustria: FABRICS 


Pd 


1430 Broadway, New York 18, N. Y. 
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e Dates to Remember 


MAJOR MARKETS . 

Allied Shoe Products Show, Spring Sur 
mer 1961, Sheraton-Atiar { 
New York 

Shoe Fabric Show, Spring‘ 

lon Yorker, New 

Leother Show, Spring 
atte a 4 te New York 

Mid-Season Shoe Fashion Week 


hanuta 4 
uractu 


National Shoe Fair, Nat 


$ 
Retailers Assn.. Pals 
MA ¢ nrad Hiltor 
Popular Price Shoe Show of America, 
r t nad Shoe ind) so Leather 


A nd 


mber 


. AND KEEP IN MIND 
Philadelphia Wholesale Shoe Mart, ‘ 
Philadeipt A. 


Merchandising Clinic 
ve A ’ 


Designers Shoe Guild 


Midwest Shoe Trovelers’ Assn 


Miami Beach Shoe Show, 


Northwest Shoe Travelers, Inc. 


hinte 


taher 279 dover 

Accounting and Office Management 
Clinic. § hows n. Not Ci ne 
ws ‘ , Aces b4nte . 


MASTA Spring Shoe Show, Midd' 
$a a Taneati Assn 


nin Frank Hotel. Philadelot 


Southwestern Shoe Travelers Assn., Inc. 
a9 Foir, Adolphus, Bote 
i and Statler-Hilton } 


wl P 
q embe 


West Coast Shoe Travelers’ Associates, 


Ala 


we andra 


A ; 
ve riot 


Ay 


e Trade Literature 


Store Equipment Catalog 

THE Frederic Weinberg Com- 
pany has published a 64-page, fully 
illustrated new catalog, “Store 
Equipment for Store Planning,’’ 
which will be mailed to executives 
and interior design departments of 
the leading concerns in the store 
planning field. 

The firm is at 145 W. Columbia 
Ave., Philadelphia. 
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SHOCK-ABSORBER 
HEEL PAD 


PATENTED CUSHION- ARCH 


FREE BREATHING” 


FLEXIBLE LEATHER INSOLE 


SPRING STEEL 
SHANK FOR SUPPORT 


CUSHIONED WITH 
FOAM RUBBER 


make sales - save sales - repeat sales 


Air-Tred men’s shoes with the patented Cushion-Arch* give you 


an unbeatable sales advantage. When you place the cut-open 
demonstrator shown above in your customer's hands, 

you give him proof of Air-Tred superiority that 

he can SEE! FEEL! BELIEVE! With Air-Tred, 

you sell a habit-forming way of walking, 

combining matchless comfort with modern 

styling. Priced to retail at $14.95-$16.95, 

Air-Tred shoes have no counterpart 

at their prices. INVESTIGATE! 


2,585,391 


also available for sale by 
Yorktown merchants 





Style 865 
Black 
Style 866 > Als fai30s= 


Brown 


GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: 
Siolnit Shoe Co., Buckingham & Hecht. 817 S. Los Angeles St., Los Angeles 





Subject for Review: 
Style Details. Back-to-School Shoes 









































Youngsters will accept this assignment willingly. In fact, they will be 
delighted to start the new term with such a wide chance for a choice. 
Their problem, if any, would be to choose from all the style details. Pref- 
erences to date seem to indicate the patch saddle and pouch pattern for 
girls; and the high riser, heart wing, Cha-Cha or saddle for boys. 
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PHI BETA SMARTNESS... 


BUY BATA 


\ 


Three smart styles for school. Three bellringers for your 
cash register. It doesn’t take an “A” student to know that 
big volume and healthy profit add up to the answer you are 
looking for. Bata gives you both. You can stock and sell 
Bata crafted shoes with complete confidence that they will 
deliver that extra measure of Bata style, Bata comfort 


and Bata durability. Order now. 


ca: 
WE MAKE BATA SHOES > ¥, PEOPLE MAKE THEM POPULAR 
9 


@ 


,. - 
Bata SHOE COMPANY INC. Belcamp, Maryland 
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Profile: A. L. Rosenberg 
(CONTINUED FROM PAGE 30) 


program that preceded similar ones 
across the country now, by some 28 
Wherever you look today, 
across the land, you will find Macy 
graduates heading some of the big- 
gest stores and excelling in 
nesses of their own. 


years. 


busi- 


“At Macy's, we developed our own 
the Gro-Shoe 
ly known brand of children’s shoes 
in the metropolitan that 
time. This was a quality shoe, made 
to our 


shoe the most wide- 


area at 


over lasts 
We followed it 
up with a four-way method of fit- 
ting. 


specifications, 
which we approved. 


The Fitting Register 


“We also instituted the Fitting 
Register. Here's how it worked. At 
the end of each sale we recorded the 
case history of each child: name, ad- 
date of birth, date of 
chase, what kind of shoes were 
fitted, the the gait, the 
clerk and supervisor's names. When 


dress, pur- 


posture, 
the customer came in, we would ask: 
‘Ts your child registered with us?’ 
The clerk would get the card and we 
were able to proceed with a case 
history of pertinent information in 
Additionally, 
reminders. 


these cards 
Every three 
months, we would write to the cus- 


hand. 


served as 


tomer and suggest that perhaps she 
should bring her child in for a 
check. This is common practice now, 
but at that time it 
This was Macy's. . 


re- 
was resisted. 
. not a specialty 
but 
a gigantic operation, a massive or- 
ganization. 


store with some 200 customers 
But rewards came when 
‘This is what 
brought me all the way to Macy's.’ 
Parents came from far and wide to 
the crossroads Macy's be- 
they their children 
would be fitted properly and they 
could believe this would help their 
children to have healthy feet.” 
Years later, when Macy's bought 
Bamberger’s, Ab took over both the 
Macy children's 
shoe operations. He dramatized the 
Gro-Shoe. Put visual 
the walls and out 
the floor. 


customers said: 


cause knew 


and Bamberger 
displays on 
in the center of 
And the Fitting Register 
grew to about 85,000 children. 
Shortly 
Farkas, a friend, 
Ab to join him at Alexander’s. They 


afterwards, George 


boyhood invited 


June |, 1960 


had two small stores, one at 152nd 
Street and the other at the Grand 
Concourse in the Bronx. They were 
family controlled and directed; but 
their concept was great... a fash- 
ion discount operation. Ab Rosen- 
berg recognized the great potential 
of discount stores back in '38. At 
Alexander's he directed merchandis- 
ing, personnel development and par- 
ticipated in top level planning. His 
purpose was to change the stores to 
a corporate operation; to gear them 
for big business . in a way de- 
partment stores were operating at 
the time. 

However, he could never stay out 
of the children’s shoe department. 
Here was a need and an attraction, 
so he paid more than ordinary at- 
tention to the development of that 
department. It was a question of 
starting from the ground up. No 
Macy source would sell Alexander’s. 
It meant building a store brand 
again... Foot Guider. This marked 
the beginning of another children’s 
shoe achievement; and the growth 
has continued with the phenomenal 
rise of the store. 


The Fitting Platform 
At Alexander's, Ab created the 
fitting platform. The display di- 
rector of the store, Irving Blum, 
became the designer for Ab’s idea 
of the Posture Study and Fitting 
Platform on which they did the fol- 
lowing: (1) Foot examination. (2 
Gait analysis. (3) re-check. 

1) X-ray inspection. This 
new method for studying feet and 
fit at an efficient level, where the fit- 
ting without stooping, 
bending or peering between chairs 
and stools, could determine whether 
the shoe fitted and was suited to the 
gait and posture of the child 
and could be viewed openly by the 
parent as well. “Good fit is the most 
important ingredient in a children’s 
shoe business,” AD: “Kt 
quires a dedication to the welfare 
of each child, an understanding of 
what is correct for the posture, gait 
and shape of the moving foot. The 
aim... to help each young one to 
grow up with healthy feet. That's 
the only way.” 

In 1946, Ab became the head of 
Farkas venture, Hartley’s, 
then the largest specialty store op- 
the State of Florida. 
Here, he was Board Chairman 


Size 
was a 


supervisor, 


says re- 


another 


eration in 
and 


partner. It became a living symbol 
of the slogan he created: “The Heart 
of Fashion in Tropical America.” 

All of Ab’s tools of the trade... 
the Fitting Register, Fitting Super- 
visor, the Fitting Platform... were 
introduced to Florida, through Hart- 
ley’s. Bernard Kanter, one of Ab’s 
alumni of the Macy School of Fit- 
ting Supervisors, joined him. “He 
brilliant Ab. 
“They were all dedicated fitters, and 
wonderful people. They are buyers, 
men, heads 
store owners today.” 


was a star,” says 


merchandise store and 


Fedway 


Hartley’s was sold in 1951, and 
after six months of leisure, Ab felt 
he wanted to get back into business. 
He joined up with Fred Lazarus, 
Jr. Became vice-president in charge 
of soft lines merchandising in Fed- 
erated Department Stores’ new ven- 
ture, Fedway Stores. All they had 
was money, $23,000,000; and they 
set about opening eight stores from 
Texas to California. 

Once again, children’s shoes re- 
ceived special emphasis. Every blue- 
print was another opportunity for 
building a children’s shoe business. 
All of the proven devices were used 
again. In connection with the fitting 
platform, they added murals to 
dramatize and depict Steps 1 to 4. 
They also introduced the Mez-u-rite 
fitting instrument. It worked like a 
bathroom scale. You stood on it, 
with both feet, moved the lever; and 
it registered the size. The fitting 
platform had taught that the ef- 
fective level for checking feet was 
above the ground. They 
step further now. Chil- 
and two years old, were 
served in regular chairs. 

platform level was 
which they put little 
This was specialized fur- 
niture, for the children’s depart- 
ment. “Through Fedway Stores we 
were once more spreading the gos- 
pel,” says Ab. “We were preaching 
the new tools for fitting children’s 
feet, from Texas to California.” 

When Fedway Stores was reor- 
ganized in 1954, Ab Rosenberg went 
into the field of consulting, not 
specifically children’s until 
May, 1959, when he did a survey for 
the International Shoe Company in 
their Florida operations, at Jordan 

(CONTINUED ON PAGE 44) 


30 inches 
went one 
dren, one 
not easily 
So another 
created on 
chairs. 
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EMC Breaks All Records for 


Over 4,000 shoe factory executives from the U. S., Canada and many 


foreign countries 


Some of those who attended the Saturday 
attentive 
ilternate morning and evening sessions took place over the 
from 


were filled to capacity with 
personnel. 


four-day period. Periods free 


sessions 


All these sessions 
executives and supervisory 


men’s session. 
factory 
viewing exhibits 


were spent 


on eight floors of the Netherland-Hilton 


HE 10th annual North Ameri- 
can Factory Management Con- 
ference proved a phenomenal 
Held in Cincinnati, May 
12-16, it was attended by over 4000 


success. 


shoe factory management executives 
throughout the U. S. and Canada, in 
addition to from 
over a dozen foreign countries. A 
record-high 366 shoe manufacturing 
firms were represented, an increase 
of 70 per cent from the 215 of last 


representatives 


year. 


Nearly 200 exhibitors, including 
12 shoe machinery firms, presented 
a wide array of new products from 
materials and components to heavy 
equipment. Exhibitors reported traf- 
fic and interest as “fantastic.” 

The Conference, co-sponsored by 
the National Shoe 
Association and the 


Manufacturers 
Shoe Manufac 
turers Association of Canada, is pre- 
sented as a form of annual “indus- 
trial progress report” all 
developments in the shoe industry. 


on new 


Group leaders, speakers and chairman of the children’s sessions, seated, 
left to right, Martin Landay, Green Shoe Mfg. Company, Henry Kingston, 
United Shoe Machinery Corp., James Z. Greeley, chairman of the group, 
Herbst Shoe Mig. Company, Melvin Souder, Savage Shoes, Ltd., Lawrence 


Ewing of the National Shoe 


Pattern Mig. 


standing, L. J. Knoll, 


Assoc.: 


Humberstone Co., Ltd., A. B. Lampen, Moran Shoe Co. and Rex Halterman, 


Vaisey-Bristol Shoe Mfg. Company. 


were at the Conference. Traffic reported as “fantastic.” 


In addition to the many educational 
exhibits, daily meetings 
are held in which hundreds of shve- 
making specialists discuss a great 
variety of matters concerning the 
production of men’s, women’s and 
children’s Larger manufac- 
turers send as many as 15 to 50 of 
their key factory personnel while 
smaller firms from three to 
Many man- 
attend 


technical 


shoes. 


send 
twelve representatives. 
ufacturers themselves now 
these Conferences. 


Tremendous interest was shown 
in the estimated 200 shoe machines, 
many of them displayed for the first 
time. Promise of faster, better qual- 
ity and more economical shoemaking 
is expected as a result of these ma- 
chines. 


S. F. Eagan, who has been re- 
elected to serve as 
man of the 1961 Conference, stated 
that this year’s event may well sig- 
nal “a technological revolution 
ahead for the shoe industry in the 


Sixties. This is the opening year of 


General Chair- 


enormous 
rapidly 
adventurous 
tech 


a decade 
changes 

opening to young 
that will 
nological era.” 


promising 
The industry is 
and 
ideas pioneer a new 
Mr. Eagan is vice 
president in charge of all production 
at Florsheim Shoe Co 


Discussion of new shoe construc 
tion methods brought much interest 
the molded 
method, proved a hit during one of 
the Men's This 
expected to have strong impact ove 
the the 
years, shoemaking 


One process, injection 


Sessions. process, 


industry within next few 


greatly reduces 
time plus delivering numerous other 


advantages. 


The Vulcanized shoemaking proc- 


which has risen rapidly over 


ess, 


the 
counts 


past three years and now ac- 


for an estimated 10,000,000 


production, another 
construction method 
creasing attention at 
A number of 
vulcanizing 
were on exhibit. 


pairs of was 


receiving in- 

the Confer- 
new im- 
machines 


ence, and 


proved shoe 
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Attendance and Interest 


centered 
of the 
An 
estimated 30 million pairs of men’s 
shoes are now being made on this 


Considerable discussion 
the increasing 


cement process in men’s shoes. 


around use 


construction, 

The subject of footwear imports 
created much comment and concern 
during the Conference. The U. S. 
and Canadian manufacturers 
presented an exhibit of over 100 dif- 
ferent types and styles of foreign- 
made comparative 
domestic 
who 


shoe 


showing 
with 
the 


shoes, 


costs 


and prices 


items. Many of shoemen 





1961 Conference Dates 
The 1961 North Fac- 
tory Management Conference will 
be held 21-24, 
through Monday, in Cincinnati 
at the Netherland-Hilton Hotel. 
Dates have been shifted from May 
of this year to April of 1961 
because of the international shoe 
held in 


which is 


{merican 


Friday 


{pril 


machinery show being 


Pirmasens, Germany, 
attended by numerous U.S. Shoe 


manufacturers. 





saw the exhibit reported shocked re- 
action to the surprising good qual- 
ity and workmanship of these de- 
pressed-price shoes, which are ex- 
pected to million 
pairs (exclusive of rubber) in 1960. 


reach above 55 
These imports are costing U. S. shoe 
over $150 
wholesale shoe sales. 


producers millions in 

At the men’s, women’s and chil- 
dren’s technical meetings, portions 
of the sessions were given over to 
the increasingly popular “gimmick” 
periods. Many small home-made and 
inventive or devices or tech- 
niques originated in factories to 
simplify or make more efficient pro- 
duction flow are presented. An esti- 
mated 20 to 25 of these were shown. 

Consensus among the large atten- 
dance of technical shoemen 
attended the Conference is 


ideas 


who 
that 
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From left to right, James H. Nolan, Director, Technical Bureau NSMA; 
Benjamin Seligman, Labor Counsel NSMA; S. F. Eagan, chairman of the 


Conference and vice-president, Florsheim Shoe Company; 


Charles Slosberg, 


chairman of the NSMA Technical Committee and vice president, Green Shoe 


Vig. Company; Merrill A. 


Watson, executive vice president NSMA; and 


Nathan Stix, former chairman of the Conference and president, United 


States Shoe Corp. 


important changes are taking place 
within the industry, and greatly in- 
fluencing the way in which 
are made, and the end product itself. 


shoes 


The inflow of new machinery, meth- 
the Sixties is 

bring 
radical changes in shoe manufactur- 


ods and materials in 


expected by some to about 


ing. Some see the entry of automa- 
tion, at least to some degree, much 
sooner than had been thought pos- 
sible only two years ago. 

One example of industry progress 
was cited in the fact that today the 
industry is making 100 million more 
with 10,000 
production 


pairs of shoes some 


fewer employees than 


While 
a good share of this has come about 
because of the change in the “shoe 
product mix” (an increase in output 
of lower-grade shoes such as play- 
and 
good share is ascribed to the entry 


were required 10 years ago. 


shoe, sandal casual types), a 
of improved machinery and produc- 
tion techniques. 

While the 1961 will 
again be held in Cincinnati, it is be- 
lieved that the growth of the Con- 
ference has been so rapid, and will 
continue at that pace, that substan- 
tial expansion of physical facilities 


Conference 


will be required to adequately house 
the attendance and exhibits. 


Group leaders and chairman of the women’s sessions, left to right, seated, 


E. J. Riley, International Shoe Co., Robert Topoz, A. 
Lefair, Boucher-Lefaire, Ltd.; standing, Gustave Frost. 


Sandler Co. Guy 
indrew Geller, Inc.. 


and chairman of the women’s sessions, Julian G. Samuels, Jr., Samuels Shoe 
Co. and Brandon Edmondson, Genesco, Inc, 





Profile: A. L. Rosenberg 
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Marsh and Maas Brothers. Here, 
again, the professional tools, Fitting 
Platform, Fitting Register, Mez-u- 
rite Fitting, specialized chairs for 
babies, murals, were put into prac- 
tice. In addition, there was the 
visual display technique: setting out 
the assortment of shoe styles, so 
that the customer can see at a 
glance what is available. A _ self- 
selection technique, similar to the 


supermarket, so the customer can 


pre-select her choice. 

Which brings us up to November 
1959, when Ab Rosenberg became 
interested in functional shoes and 
Number 26. Now you know why he 
said if he had it to do all over again, 
he would not change a single thing. 

This “profile” may be somewhat 
lengthy; but after all, it does repre- 
sent some thirty-five every 
one of them dedicated to children’s 
foot health. 

Ab Rosenberg could have gone on 
and on about the personal aspects of 
this biographical sketch. He is so 


years, 





soar. 


odman 
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AND FLYING HIGH 


ARON 


At only $8.95 Retail 


We've packed a record amount of value in 
this new, lower-priced Air-O-Magic line. 
They're long wearing, welted shoes made 
on the famous Air-O-Mlagic lasts. They 
have the style and comfort 

to meet today’s demand. 
They sell at low 

prices to make 

your volume 


>. 
Great Lines of Footwear 


NEW 
646 Marbridge Buiicing 


Our young men's 


. nee 


Never out 


In stock service 


shoe co. 


YORK OFFICE 
34th and Groadway 








very proud of his wife, Lois. She 
is a professional artist. Has shown 
her paintings at New York art gal 
“She is wonderful with peo- 
“a remarkable wife, 
They 


beamed 


leries. 
ple,” says Ab, 
mother and grandmother.” 
have Ab 

when he talked about his three sons, 
Alburt, Arthur, Allen, each one an 
individual entity and personality 
All of them talented, dynamic and 
capable in their chosen professions 


one grandson. 


Shoes and the Consumer 


(CONTINUED FROM PAGE 35 
stores likely to 

different 
In general, women were 


women’s shoe were 


have many versions of 
one style. 
more interested in a shoe store hav 
of styles than 


one ¢ omplaint 


ing a wide 


were 


variety 
men, although 
of some men was the lack of choice 
available to them in a men's shoe 
store. 
Over 


interviewed 


three-fifths of the women 


half of the 


were 


about 


and 


changed the shoes they 
the « 


( hanges 


men 


wearing in ourse of a given 


day. Such were more 
likely to occur on weekends than on 
Most 
had 


this 


weekdays respondents said 
that they 


changing of 


been doing more 


" 


sort in the last 


five than before, prob 


ably because of the 


years ever 


increase in the 


extent of their leisure 


The 


vitie 
viLies 


nature and 


time activities increase in 


1 


Was still, in 


their leisure acti 
most cases, considerably ahead of 
the 


robes. 


expansion of their shoe ward 


Brands 
Since shoes were re 
clothing, 


atively stable items 


consumers tend to have relatively 


stable associations between a par- 
ticular brand and the general kind 
of shoe which the 


For example, a given brand may be 


brand connotes. 
known to the consumer as a health 
high heel, a 
Half the 


sample interviewed, both men and 


shoe, a shoe with a 


conservative shoe, etc. 


women, was given a series of six 


brand names and asked to 
ate to the 


words or 


ASSOC l1- 


brand whatever ideas, 


came to mind 


The other half was given a list of 


phrases 


six shoe qualities, one at a time, 
and asked to mention 
which 
connected 
were asked about 


any brand 


seemed to be particularly 
the quality. Men 


men’s shoes and 


with 
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women were asked about women’s 
shoes. 

The richness and accuracy of re- 
sponses was, of course, a function 
of the clothing sophistication and 
partially of the income of the re- 
spondents. Still 37 per cent of the 
women and 34 per cent of the men 
were accurate in their associations 
to brands. They were somewhat 
more accurate—61 per cent of wo- 
men and 43 per cent of men—in 
associating qualities with brands, 
probably because it is easier to 
choose from among many brands in 
response to a stimulus like “com- 
fort” or “style” than in response 
to a stimulus like “Florsheim” or 
“Selby.” One reason for the con- 
siderable alertness of consumers to 
brand quetities found in our study 
is doubtless the institutional na- 
ture of much shoe advertising. An- 
other reason is that consumers, 
having selected some few brands 
among which they purchase their 
shoes, become more aware of the 
qualities of these brands. A 1959 
New York newspaper series on the 
summer theatre quoted an actress’ 
description of life in the commu- 
nity where the theatre was located: 
“You have to live in a small town 
which is a pain in the neck, when 
you see nothing but .. Ca well 
known brand) shoes... ,” suggest- 
ing that the brand of shoe was suf- 
ficiently well known to represent 
a whole way of life. 

Even though there is such general 
consumer confidence in shoe manu- 
facturers and their brand names, 
consumers have refused to buy some 
styles which have been issued. A 
number of men mentioned reptile 
leathers, when asked about shoe 
styles which they did not like. Wo- 
men’s dislikes were more in terms 
of color than material. Some women 
were able to recall colors, like pur- 
ple and green, which they had bought 
and then did not wear, “because | 
just decided that it looked awful on 
me.” 

One of the reasons for the con- 
sumers’ intensive interest in shoes 
and brands is that many firmly be- 
lieve that their own feet are quite 
unique and individual. They are 
likely to be both proud of this indi- 
viduality and concerned that it may 
make them difficult to fit. One com- 
ponent of this belief is that each 
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foot is a slightly different size than one-fifth of the women we inter- 
the other foot. Many consumers viewed had some actual problem with 
wonder what the industry is doing their feet, such as corns. This group 
about this presumed size discrepancy was more sensitive to shoes than was 
between their two feet. There was no the rest of the population. It had a 
agreement among those who made _ better shoe vocabulary and was like- 
this point on whether it was the ly to expect to pay more for an ade- 
right or the left foot which was quate pair of shoes. This group also 
supposed to be bigger. A slightly was more aware of brands, stores 
larger number thought the right foot and of shoe advertising than was 
was bigger (63 per cent) than the general population. 
thought the left was bigger (37 per 
cent), among these who expressed A Complaint 
any opinion on this point. Some consumers who were inter- 
About a third of the men and (CONTINUED ON PAGE 48 





/ YOU KEEP OW 
| THE GO 
\W/TH GODMAN : 


Quality 


NYLON VELVETS 


at only $4.95 


retail 


Swivel pump party 
shoe with a touch 
Others in line of patent 


$3.95 to $5.95 














Swivel 
walking shoe 
with leather trim 


gins Easy-clean saddle 


Nylon velvet and 
leather 


our “in stock’ catalogue 


ines of Footwear 


jodman shoe co. 


COLUMBUS, OHIO 


NEW YORK OFFICE 
646 Marbridge Building - 34th and Broadway 














LUCKY 


NEW INVENTION 
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NEW e7 


ALL AROUND SPIKE HEEL PROTECTION 


PROTECTED BY 














hailed Si cy [lcd 3 











FOR THE FIRST TIME 


HARDOIT 
ALL-AROUND PAT. PEND. | E 


SPIKE HEEL PROTECTION! 


FULLY MOLDED 


No inserted cups placed or cemented 
in heels . . . Nothing to come apart. 
Now your customers will have thick 
gauge HARDITE material protection. 


MATERIAL R 


HARDITE ALL AROUND the heel and 

HARDITE protection on the bottom. . 

THE HARDEST PLASTIC HEEL MADE 
. extra long wearing! 


LUCKY SALES CoO., INC. LOS ANGELES - CHICAGO - NEW YORK 
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Added to our line.. 


“CENTER-FOLD 
TWO-FASTENER” 


ALL- AROUND 
SPIKE HEEL 
PROTECTION! 


“FLORAL” 


ail time best selling plastic rainboot 


Run Dease 


FAST, FAST DELIVERY! 


Lucky’s many 


shipping points guarantee | 
the finest in efficient, ALL RAIN DEARS ARE AVAILABLE IN ALL 


right-now service! SIZES (4 TO 10) AND IN ALL HEEL 
HEIGHTS TO FIT ALL TYPES OF SHOES 


LUCKY SALES Cco., INC. LOS ANGELES - CHICAGO - NEW YORK 
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Shoes and the Consumer 
(CONTINUED FROM PAGE 45) 


viewed had a complaint about the 
shoe terminology used in _ retail 
stores and advertising. A number 
of consumers, both men and women, 
observed that the vocabulary which 
they used for shoes was not the same 
as that used by shoe people. “They 
talk about welt, stitch down and stuff 
like that—I don’t know what it 
means,”’ said an Indianapolis mother 
of three active sons in their teens. 

Some retailers have made progress 
in this direction. They have learned 
that consumers don’t use terms like 
“vamps,” and have geared their com- 
munication to consumers in 
sumer terminologies. Such 
the gratitude of 
The more a consumer knows about 
how to describe different 
shoes, the more confidence he is like- 
ly to have in his shoe purchases and 
the more such purchases he is likely 
to make. 


con- 
retailers 
have consumers. 


parts of 


Slippers 
In the last ten years, the slipper 
has become less a symbol of fireside 
comfort and relaxation and more a 


symbol of increasing awareness of 
status and style. The slipper used 
to be a battered, seldom replaced and 
non-style item. Slippers for women 
have become a fashion item, as wo- 
men have taken to entertaining in 
the newer lounge and play clothes. 
The new leisure-wear clothes 
considered too soft for street shoes 
to be worn with them. Some women 
interviewed have, in fact, 
plained that slippers are getting too 
fashionable. “They are getting to 
look much like shoes,” said a 
New York City school teacher. Evi- 
dently, consumers enjoy slipper fash- 
ion qualities but also want them to 


were 


com- 


too 


continue to be slippers. 


Changes in men’s slippers have 
not kept pace with women’s. A Penn- 
plaintively ob- 
seem to find 
interesting The fabrics 
and color and design in men’s slip- 
This kind of 
response was echoed not only by a 
number of men but also by women. 
One Maryland teenager said that “I 
would have bought my father a pair 
of slippers for Father's Day, but 
they all looked so old. Why don’t 


sylvania physician 
that, “I 
slippers. 


served can't 


pers are all so dull.” 


they make them of madras cloth, or 
checks, or something like that.” It’s 
possible that men might take kindly 
to the wearing of several pairs of 
slippers, especially when the hygienic 
secondary gain of doing so was made 
known to them. Men are buying 
more and more leisure wear which 
is replacing the old military clothes 
in which they used to relax, but slip- 
per manufacturers have not been 
styling their product to keep up with 


this development. 


The Shoe Cycle 
How differently 
shoe are perceived can be inferred 


the slipper and 


from the widespread reluctance of 
most people to give or receive a pair 
gift, although they 
have no such qualms about slippers 
One Denver father of four said, “If 
you can't think of any other gift, 
you give slippers.” The slipper is not 
regarded as being as personal and 


of shoes as a 


unique an expression of the weare1 
as the shoe, so that giving slippers 
does not have the psychological con 
notations of giving shoes as a gift 

The dean of world anthropologists, 
A. L. Kroeber, has studied the cycli 


BOOST in the BOOMING DANCE S$ 
sell the biggest name brand 


full fashioned and seamless 


TIGHTS, LEOTARDS & TRUNKS 
knit of pAwsofr stretch nylon 


larity in 


finest 


All Popular Constructions 
CHILDREN'S TIGHTS 

Full Fashioned 

Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 


LEOTARDS styled with 


Danskin’s tremendous poy 


field, 
and perfect fit by America’s dance schools and 


Danskin’s recognition for quality 


dance professionals, gives you the kind of ac- 


ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
for 


plied in transparent self-selling packages, 
compact display. 


NO INVENTORY PROBLEM — your orders deliv- favorites 
ered immediately from our factory. Write for 


Illustrated Catalog B6. er 


forall day 
cry day, 
too! 
Nationally Advertised in Parents’, Seventeen, Dance, Mademoiselle, 
Ski, Skiing, Skating and the N. Y. Times Magazine 


437 Fifth Avenue, New York 16, N.Y 
DIVISION OF TRIUMPH HOSIERY MILLS 


DANSKIN. INC. 
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cal movements of women’s dresses 
over a period of 332 years, from 1605 
to the 1930's. He found that by tak- 
ing the measurements in 
a women’s dress and studying their 


six basic 
shifts, it was possible to establish 
the length of each cycle and of the 
movements within each cycle. 

His major conclusion was that in- 
dividuals do not create style, but op- 
erate in minor ways within it and 
then get credit for creating it. An 
attempt made by the author to study 
shoe style cycles suggests that some 
variation of Kroeber’s method might 
by applied to shoe development and 
act as a potentially valuable guide 
for shoe manufacturers. The unique 
role of the last manufacturer in the 
shoe industry is another factor which 
suggests that this kind of cyclical 
study might help take some of the 
guesswork out of style prediction. 
Since shoes are so closely related to 
the consumer's values and needs, and 
since he is so relatively articulate 
about shoes, it should be possible to 
predic- 
tions about what will happen to any 
given style. This kind of greater pre- 
diction ability may possibly change 
shoe marketing practices for 
retailer 


make reasonably accurate 


many 
both 
a direction which will help both to 
sel] better 


consumers. 


and manufacturer, in 


more shoes to satisfied 


{ Long Way 
The shoe industry has come a long 
way since the days when a primitive 


the first foot 


out of some plaited grass, some palm 


man made coverings 


fronds, or some hide. It is no acci- 
dent that nothing about the explorer 
Livingstone’s 
the African 


boots, 


equipment impressed 


natives as much as his 
African song 


refers to him as 


about 
the 
meaning, of 


and an 
Livingstone 
man with no toes 
course, that his toes are not visible 
Shoes enabled Livingstone to speed 
a gigantic runner across the conti- 
nent of Africa because the travelers’ 
feet could be protected. In our time, 
this aspect of shoes has become com- 
interwoven with their 


plexly sym 


bolic, psychological, and emotional 


all of 


give the industry many new aspects 


dimensions, which seem to 


of shoe-ology on which it can draw 
in its attempts to produce a con- 
satisfactory product 


tinually more 
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Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 16) 


speed the economy up or slow it 
down is still a hotly-debated point 
But the fact that the Ex- 
ecutive Branch this 
weapon, and every national adminis- 
tration in the past 28 has 
used it to the fullest permissible 
extent in election years. 


remains 
does possess 


years 
Sesides its ability to speed up the 


of government spending, the 
White House also is now debating 


flow 


privately—whether to peg interest 
rates downward so as to stimulate 
borrowing for business expansion, 
for new construction, for invento- 
ries, and for general business and 
industrial purposes. 

Any of these weapons can be used 
as a powerful stimulant to business. 
It is now certain that the Adminis- 
tration plans to pep up the economy, 
starting early in the third quarter. 

Only questions remaining: How 

will the How 
inflation will 
(CONTINUED ON PAGE 51 


potent remedies be? 


much result. 


PREFERRED 
BY LEADING 
eleym abe si vic 
SPECIALISTS 

















IN STOCK 


No. 93 Black Alpine 
No. 94 Brown Alpine 


When you fit a foot sufferer to Alden-Pedic 
shoes you've made a friend who will return again 
and send you other customers, too. Learn how our 
Foot-Balance® program can help build your business. 


F BALANCE 


THE KEY Te 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 
Cocslow Boolmakers Boose 1884 
BROCKTON. MASSACHUSETTS 
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Lucky Feet 

ARE left-over shoes posing problems in your store” 
What should you do? Should you pile them on an open 
table and let the customers paw through them hunting 
for their size? Should you put a display in the win- 
dow and thus tie up salesmen hunting to see if they 
can fit the customers? 

Roy A. Ewers, owner of Ewers’ Men’s store in lowa 
City, has solved the problem in a different and profit- 
able way. He runs “Lucky Feet” sales. 


a 
co 


One three by five card goes into the shoe in the store and 
another into the shoe in the window. As shoes are sold, the 
sclesman crosses off the size on both cards. 

Twice a year, usually in January and July, Mr. Ewers 
has his shoe salesmen take inventory of discontinued 
shoe styles. They note the sizes available on three-by 
five cards. One shoe of each style goes into the win- 
dow display with a card tucked in it. The mate of the 
shoe in the window is displayed in the salesroom where 
the customer can easily point it out to the salesman 
This shoe also has a size card which lets the salesman 
double-check the customer. If the customer doesn't 
know his size, his foot is measured so he can quickly 
check what shoes are available in his size. 

Mr. Ewers, who worked out the system, uses a 
standard mark-down formula. Last season's shoes, 
whether summer or winter, are marked down ten per 
cent. Older shoes, based on how long they have been 
in the store and how many pairs are still available, 
are marked down by as much as fifty per cent 

Getting ready for the sale—taking inventory, mark 
ing cards, and preparing the display—takes one man 
two days. Although this runs into considerable ex- 
pense, Ewers claims that in the long run it saves time 
and promotes sales. Rather than getting large groups 
of casually interested customers, it brings into the 
store a select group of customers who are interested 
in trying on and, in most cases, buying a particular 
pair of shoes. The custorcer who has determined for 
himself which shoes he can wear does not tie up a 
salesman with the time-consuming question, “Do you 
have this in my size?’’ Nor does he clutter up the 
store by pawing over a table of odds and ends. 

The sale has proved a consistent volume producer. 
It is popular with State University of Iowa students, 
and at the same time it brings back, year after year, 
a hard core of repeat customers who make a special 
point of checking the window display. 
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Baker Reporting 


here. 


than anything that can be achieved for a government official; (2) Set 


standards of conduct for government 


from Washington A “go-to-hell” attitude on the part officials, spelling out the pitfalls and 
(CONTINUED FROM PAGE 49) of either labor or management is enticements to be avoided. 

Stiff competition for markets now a great mistake, Clague warns. Congress is moving cautiously in 

throughout the 1960s means that Because of mounting foreign compe- studying the Proxmire proposals. 


labor and management will neces- tition, most U. S. 


sarily have to work closer together. can no longer 
Also, labor unions are going to strikes or wage 


have to concern themselves more based on productivity. 
and more with the welfare of the ducers thrive on 


industry they represent. nesses in the I 
These blunt warnings come from 


industries simply After all, politicians are not eager 
either long to write a law making campaign 
rises that are not contributions illegal. 

Foreign pro- ° 

two weak- Shoe labeling is “for sure” a dead 


issue in this year’s session of Con- 
gress. 


Ewan Clague, U. S. Commissioner It ought to be a crime for a gov- The chief noisemaker for a na- 
of Labor Statistics. He foresees ernment official to accept any kind of tional shoe labeling law, Rep. 
increasingly rough competition in gift—even a free meal, according to Charles O. Porter (Oregon Demo- 


the years immediately ahead. This Sen. William E. 


extra competition will come not only Disclosures of 


, D., Wis. crat), made a final college try last 


plane trips, month to stir up enough congres- 


from domestic producers, but also free hotel rooms, and free holidays sional interesi in labeling to warrant 
from the greatly-increased capaci- enjoyed by government officials are a public hearing on the subject. 
ties of foreign producers—many of clear evidence that the present sys- But House leaders decided they had 
whom have been built up and _ tem needs to be tightened up, Prox- more important and pressing prob- 


financed with U. S. aid dollars. mire declares. 


presented his lems than whether or not shoe man- 


Thus, U. S. manufacturers are views to a House committee investi- ufacturers should be forced to tell in 


confronted not only with the lower gating charges 


labor costs of their foreign compe- firms shower gifts 


business detail what goes into the shoes they 


the govern-. sell. 


tition, but also with highly efficient ment officials that regulate them. Result: The Porter bill (H.R. 


production machinery. Much of this Sen. Proxmire 


production equipment is the last gress should 


word in efficiency. Unit production ‘“‘government ethics 


that Con- 1320) has expired for want of at- 


a tough tention and public nourishment. 


making it Mr. Porter’s final try to churn up 


costs, as a result, are much lower illegal for any person to do a favor (CONTINUED ON FOLLOWING PAGE) 





NOW IN STOCK 


IMMEDIATE DELIVERY 


professional model 


SQUARE 
DANCE 
\ SHOES 


@ Soft glove leather 
@ Colorful print lining 


@ 45” lace elasticized binding & 
for snug fit , 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


@ Sizes 4-10 Medium 
ba 5.10 Narrow 
| Also tapered toe $935 PAIR 
j last on request, Net F.0.B., Boston 
in-stock 


_BERNED SHOE CO. * 207 ESSEX ST,, BOSTON 10, MASS. 
Ae St ee 
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Your Beit Bat hor 


as it has been for every 
year since 1922 when we started 


fe a 


“"" ORI ar 


Best fit of all because made over seasoned 
lasts — one of which is appropriate for custom- 
er’s individual foot! 

NO MARKDOWNS, NO LEFTOVERS! 
JUST STEADY TURN-OVER AND REPEAT CUSTOMERS! 


WEALTH LAST 
4150—The MIRROR Tie 
12/8 Wood Kantscuff Heel 

All over white glazed kid 

Six-eyelet tie 

Long inside counter 


SIZES IN STOCK 
AAAA 7 to 10 
AAA 6'/, to 10 
AA 5'/. to 10 

A 5 to 10 

8B 5 to 10 

5 to 10 

D5 told 

E 5, to? 


MILLER SHOE COMPANY 
Founded by Albert E. Klinkicht 
CINCINNATI 23, OHIO 











demand for a public hearing came in 
late April, when he asked Chairman 
Oren Harris (Arkansas Democrat) 
of the House Commerce Committee 
to set a date for a hearing on label- 
ing during May. 

“I would appreciate your opin- 
ion,” Mr. Porter wrote Chairman 
Harris, “as to the possibility of a 
hearing on this legislation sometime 
in May.” 

Mr. Harris let it be known that 
his committee had more important 
bills to worry about, and that he 
considered it unlikely that any 


ac- 


tion would be taken on shoe labeling 
this year. 

Thus, shoe labeling legislation for 
this Congress comes to the end of 
road within the next few weeks. 


Imports Reduce Employment 

TORONTO, ONT. — Employment 
in the waterproof and canvas foot- 
wear industry in Canada has shrunk 
from 7000 in 1947 to 3800 as a re- 
sult of low-cost imports from Asi- 
atic and Iron Curtain countries, ac- 
cording to Paul S. Smith, vice-pres- 


ident of Dominion Rubber Company. 


Finest Value in 
Professional Shoes today 
NEW! 

(first aides 

by WILBUR COON 


Priced right to SELL and 
to give you a GOOD PROFIT, TOO! 


ONLY $5.60 to $7.25 


Your hard-to-fit customers will be thrilled to know that every special 
comfort feature she requires — including superb fit — may be had in 
“FIRST AIDES" . . . at no EXTRA COST! Thanks to cutting production 


costs (not quality)... 


every professional woman may now walk in 


blissful Wi!bur Coon comfort for the price of an ordinary casual! Choice 


of six attractive in-stock styles . . . 


ALL WITH THESE IMPORTANT EXTRA COMFORT FEATURES: 


LONG INSIDE COUNTER 
VENTI-MESH® — exclusive ‘‘air-cooler’’ 
MOULDED LEATHER “COOKIE” 
CUSHION BOTTOM FILLER 

SUPER SHANKS 

ANCHOR EYELET 


Send for catalog and Sales Aids 


OON SHOES New York City Sales Office: 
WILBUR C 929 Marbridge Bldg. 


... TODAY! 


BATAVIA, N.Y. 


e Retail Openings 


Big Ben Self-Service Shoes has 
opened its 33d store in the Chicago 
area, at 3300 N. Lincoln, at the site 
of a former S. S. Kresge variety 
store. All shoes stocked are kept 
on display, and clerks are available 
to help customers make their selec 
tions. During its opening, the store 
offered women’s and teens’ flats and 
casuals, as well as children’s leather 
shoes, at two pairs for $5. Herbert 
Zwick is store manager. 

. . * 

Taylor's Shoe Store in downtown 
Providence, R. I1., has doubled its 
size by moving into new quarters 
at 94 Empire St. The store, which 
features and teenagers’ 
footwear, now has 28 fitting chairs. 
Owner is Harold Taplitsky. 


women's 


Bernson’s Children’s Center in 
Waterbury, Conn., has become 
Bern's Shoes. The was re- 
modeled and reopened under the 
new name. Children’s clothing was 
discontinued, but children’s 
were retained and women’s 
Bernard Bern 


store 


shoe 
lines 
shoes 


were added 


stein is the owner, 
. 7 7. 

The Shoe Horn, a newly opened 
store in North Dartmouth, Mass.., 
carries women's cancellation foot 
Manager and owner is Gor- 
don Handler, who is part- 
owner of Marty’s Shoe Store, New 
sedford, Mass., 


ation. 


wear. 


also 


a men’s shoe oper 


F. & R. Lazarus & Company, Co- 
lumbus, O., has opened a boys’ shoe 
department on its sixth floor. Stock 
is in the $7.99 to $10.99 range 

. . 7 

Pik’'um, a self-service shoe chain 
headquartered in Cleveland, has 
opened a family unit in Canton, O 
with Ralph V. Fleming as manager 

7 o . 

Shoeville, 
family store, 
troit’s west side 
born by Hy Katt. 
is B. F. Nawrocki. 

. s . 

The Golden Shoe Salon is the 
name of a ladies’ footwear depart- 
ment in a new specialty shop, Jo- 
seph’s of Bainbridge (Ga.), opened 
recently by Rose and Joseph Groll- 
man. 


Inc., a popular-price 
is being opened in De- 
of Dear- 
manager 


suburb 
Store 
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St. Louis Retailers Note Los Angeles Women Like Tintables 


Increasing White Sales 


ST. LOUIS—Thousands of pairs 
of women’s spring shoes were of- 
sale prices in St. Louis 
starting in mid-May. of 
family type stores, which did not 


fered at 
Owners 


climb on the early-sale bandwagon, 
secretly chided department 
for advertising spring shoes at 
minimums of 15 per cent off regu- 
lar prices. Small retailers felt that 
the price cutting came too early, 
and that just about as many pairs 
would have sold at regular 


stores 


heen 


prices. 


Checks 
multiple-sale 
present. They buying 
mid-heeled pumps: black 
leather, bow-trimmed 23/8 
stacked heel, unlined, 
pumps; black and 
heels, 

high cork 


girls 
prospects at 
white 


Sell Career 


good 


are 


are 

patent 
pumps; 
17 ba bone 
unlined white 


spectators, 21/8 single 


needle and 
mulebacks. 

“Checked” for May 
promotions were high styled dressy 
pumps of pastel-checked linen, and 
pearl button trimmed lei- 
time flatties of red checked 
tablecloth material. Both had 
ordinated handbags. 

Play 
of the 


two 


toes; wedge 


successful 


saucer 
sure 


co- 


for most 
for the 
turnover 
girls’ 
barefoot sandals with crepe soles; 
dirty buck 
girls’ red 


shoes accounted 
business 
Fast 


boy 3’ 


children’s 
weeks. 
included 


past 
types and 
boys’ 
fords; 
crepe-soled 
leather skimmers, pancake 
untrimmed vamp; white 
straps, tiny sparkle trim. 


four-eyelet 
washable 
white 


OoxX- 
suede 
ties; glove 
heels, 
swivel 


Sluggish Two-Tones 
no men’s 


Although 
of heavy 
traffic, dealers are looking back on 


store boasted 
a good month. Some say that sales 
of two-tones are sluggish, since re- 
tailer hopes for black white 
and slipons had high. 
Others say that hotter city weather 
will bring lightweight suits out of 
hiding and sell summer shoes to go 
with them. 
flexible unlined casuals, natural or 
gray colors, are moving steadily in 
the mid-price range. 


and 


ties been 


Men's water-repellent 
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The 


women’s 


LOS ANGELES 
single feature in 
shoes seems to be tintable styles. 
These shoes can be dyed to match 
summer dresses and suits. 


biggest 


dress 


In other styles, plain opera pumps 
continue strong 
tors. Vinylites are being pushed for 
evening wear with great 
but there seems to be a slackening 
them for daytime 


and so do specta- 


success 


of interest in 
wear. 


Men Buy Boots Sahara and 
chukka boot styles in gray, green 
and tan suede are being bought by 
the men. The slipon dominates the 
dress wear and some retailers said 
that up to 90 per cent of them are 
in black. Textured 
tinue as important. 


leathers con- 


Teenagers are buying corduroy 
tennis shoes and these are expected 
to continue big throughout the sum- 
mer and into the back-to-school sea- 


son. 


Sell Sandals — Italian-type thong 
sandals in tan leather are moving 
steadily the preferred 
seems to be in the $7 bracket. Tan 
and white leather sandals are also 
selling and natural leather is get- 
ting some play. A wide range of 

including and cork 
suspended stripped 


and price 


styles, rope 


soles, 


straps, 





Po'tka dot people and erratic hand print- 

ing make this advertisement as eye- 

catching as the styles pictured in it: 
Milwaukee (4 cols.). 


framework and lots of color, seem 
to be a necessity in this field. Straws 
remain strong. 

The bulk of the flattie sales ap- 
pear to be in tan, white and black. 
report soft green 

Black kid, green 

black patent 


Some retailers 

suede as active. 
mint, white 
being shown too. 


and are 


Black and White Shoes 
Get Emphasis in N.Y.C. 
NEW YORK There has 
strong emphasis on black and white 
in promotions here and the re- 
from customers have been 
satisfactory. The sales have result- 
ed in quick reorders from the fac- 


been 


sponses 


tories. 

Spectators, spurred by attractive 
shoes, advertising and copy, have 
been selling very well. Saks Fifth 
Avenue emphasized “Sweep - Stake 
racy news on the 
summer track. They were called a 
group of thoroughbreds and win- 
ning combinations. Included were 
linen and calf in black, yellow, taffy, 
green with white; white 
grained calf with stacked heels; 
white and cocoa-brown calf with 
stacked heels; tri-color spectators 
in suede and calf in white, tan and 
black or white, red and blue, and 
calf trimmed nubby linéa in natu- 
ral, white, orange, olive, cobalt blue 
or black with patent. 


Spectators” 


navy or 


Atlanta Merchants Claim 
White Shoes Lead Sales 
ATLANTA—As the summer sea- 
son nears, whites have taken the lead 
Bones are now second 


in shoe sales. 
and black patents are running third. 
Some report an interest in 
spectators too. 

Sears attempted to open the casual 


stores 


season with a full page color ad on 
canvas goods for men and women. 
The ad stressed plaids, red, blue and 
other colors. 

Straws are getting a good play in 
flats and small heels. There are also 
carved wood wedges and corks. The 
best colors for these shoes are bone 
and neutrals. 
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Boston Shoppers Select White 


BOSTON—In mid-May the em- 
phasis shifted from colors to whites 
in most of Boston's retail shoe out- 
lets. 

Closed and open-toe pumps, specta- 
tors with a minimum of contrasting 
trim, mesh types, wedgies and other 
casuals were all actively promoted. 
Sharply increased sales were noted 
on warm, sunny days. Peak of the 
season was reached during the week 
before Memorial Day. 


White Flats — The high- style 
Joseph Antell store in the Back Bay 
district had good results from an 
offering of white flats in washable 
kid for vacation wear. One had a 
laced vamp treatment, another had 
a rosette throat ornament and a 
third had laces which tied over the 
instep. White suede spectators with 
navy or tan calf trim and stacked 
heels were included. While the tra- 
ditional spectator is white with a 
small amount of colored trim, this 
store had stocked for the summer 
season one in which white was used 
as a trim color on a high-tongued 
pattern which came in navy or tan. 
This, too, carried a stacked heel. 

The Thayer McNeil Company, 
with stores on Temple Place down- 
town and on Boylston Street in the 
Back shopping re- 
ported a steadily increasing demand 
for tailored pumps in white leath- 
ers. Bone, long the leader, was said 
to have dropped into second place. 


say section, 





Baltimore Men Prefer 


Stretch-top Slipon Shoes 

BALTIMORE—Men’s slipon shoes 
with boxer tops, new in most of the 
stores this year, have caught on well. 
The men are looking for lightweight 
trim and narrower toes. 

Tapered and needle toes continue 
to interest the women. And, in spite 
of the lack of summer weather early 
in May, straw flats moved well. 

One buyer said his store expects 
to sell as much as 50 per cent more 
open toe shoes to the ladies this sea- 
son. He said the trend is not limited 
to the summer styles. Customers 
looking ahead to fall needs are also 
asking for open toes in the higher 
price lines. 


54 


Spectators also were moving well, 
said a spokesman for this 
Brown and white was in first place 
as the season opened with blue and 
white second. 
tributed to the 
most of these were in wedge hee! 
types in light-toned multicolors. 


store. 


con- 


and 


Casuals, too, 


store’s volume 


Like Dyeables—The inability of 
any store to stock colors to match 
the wide variety of dress colors this 
season was given as the reason for 
the heavy sale of dyeable whites by 
the Bonwit-Teller Company, anoth- 
er Back Bay store. There was also 
reported a steady demand for white 
calf leather pump 
were moving slowly and this store, 
at least, did not expect to achieve 
any real volume in spectators 

Fair whites 
ported by the Curtis Enna Jettick 
Tremont Street in the 
downtown shopping section. Calf, 
punched pig and mesh types were 
said to be “picking up.” 
white spectators also were selling. 


types. Suedes 


business in was re- 


store on 


Brown and 


Miami Shops Report 


Grow ing White Sales 


MIAMI Shoppers 
whites in leather, lustres and fabric. 
Popular treatment includes combina- 
tions with black or 
Yellow, pink and blue trim is also 


are buying 


brown, pastels. 
selling. 

Some navy and a few black suedes 
are selling. Leading the style parade 
pumps and 
toad store re- 


are opened and closed 
slings. One Lincoln 
ported lustres on the wane. Flats are 
big, and casuals are on the rise too. 
Because of the graduation and wed- 
ding season, tintables are doing well. 

Kittens, punches and meshes and 
the lower heels were reported getting 
attention at a downtown department 
Volume in the high and low 
Bone is good 


store. 
heels was about equal. 
and black patent is “pretty good.” 
Multi-colors on white 
strong with solid colors dropping off 
considerably. Overall 
slipped although 
lent. 
travelers to Europe will be wearing 
blue and black with medium heels. 


basic are 
have 
excel- 
Spectators are selling well and 


pastels 


business is 


Customers Buy Fabric 
In Houston Shoe Stores 


HOUSTON — The happiest 
on the fair to middling shoe busi- 
ness scene is fabric shoes. 

Peau de soie, silks, prints, linens 
and other fabrics are selling well, 
especially in the high fashion de- 
partments. The buyer-manager of 
one leading fashion down- 
town noted that “for the last week 
in April, fabric outsold 
patents even with more patents on 
hand. In the South this is an un- 
usual situation.” 


note 


salon 


shoes 


See a Trend—Local fashion buy- 
ers unanimously agree the feeling 
for fabric will carry into fall and 
they plan to put more pairage into 
fabric calf 
their initial suede buy for the com- 
In cases, the cutback in 


and shoes and lessen 


ing season. 


much as 25 


suedes will be as per 
cent. 

Gold and white, which was touted 
for this 


no more than a mention 


so loudly season, deserves 
However, 
a crushed gold classic 
with stacked heel at Battelstein’s 
River Oaks wins the shoe of distinc- 
the 


department. 


spec tator 


something-un- 
The sold 
re-sized. The 
store also promoted an opera pump 


tion award in 
usual 


well 


shoe 
and has been 
specially priced at $19.90 reduced 
from $26.95. 

Selling Basics—Bareback straws, 
patents, bone and white spectators 
are selling well at the Vogue Shoe 
Stores. 

Saks Shoe Stores, less expensive 
the 
rore basic rather than novel type 
Also bareback 
wedges and casual types for barbe- 


suburban operations, report 


shoes selling best. 


cues and lawn parties with the em- 
phasis on more wear for the money. 

In the men’s shoe category, Krupp 
& Tuffly notes more interest in sport 
shoes than this time last year with 
black-white, brown-white and nylon 
mesh—the best sellers. 


® Leonard Lund, 
Rollnick-Wasserman’'s 


employee of 
Shoe Store 
in Cheyenne, Wyo., for 18 months, 
has been appointed manager. He 
succeeds Ralph Murphy, who re- 
signed to join a Denver investment 
firm. Mr. Lund is a veteran of 15 
years in the shoe business. 


an 
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WW: 
“us” IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street P.O.B. 133 
Lodz, Poland Cable: Skorimpex—Lodz 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


© Wellingtons ® Halfboots ® Rubber work-boots 
® Galoshes (for women and children) 
® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes ® Basketball shoes ® Volleyball shoes 


® Ballerina sandals for women and children 


Write for Full Information and Samples 
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150 Applaud Initial NSRA Regional Conference 


NSRA’s initial Retailer Confer- 
ence on a regional level drew 150 
The 


advice of industry leaders was 


retailers from three states. 
enthusiastically received. 


By MARDO WILLIAMS 


COLUMBUS, O.—Merchants at- 
tending the National Shoe Retail- 
ers Association’s first Regional Re- 
tailer Conference heard a warning 
not to take the “Soaring Sixties” 
for granted. 

“The future must be earned, not 
predicted,” said James W. Petty, 
president of the H. & S. Pogue 
Company, Cincinnati department 
store. He delivered the keynote ad- 
dress before some 150 retailers 
from Ohio, West Virginia and Indi- 
ana at the workshop in the Deshler- 
Hilton Hotel. A group of nationally 
known shoe industry leaders took 
the program, a forerunner 
of other, similar sessions planned 
by NSRA in various sections of the 


U.S 


part in 


Advice for Retailers—Mr. 
told the group: 

® Independent shoe retailers 
must “resell their store image” 
every day of the year, to reach new 
customers who move into their 


Petty 


area. 

® Shoe retailers must continu- 
ally check practices against poli- 
take advantage of group 
buying, and emphasize “personal 
management” as opposed to the ab- 
sentee type of management. 

© When in need of financing to 
promote his “big plans,” the re- 
tailer should take his banker into 
his full confidence and “let him 
work with you step by step through 
the preliminary stages as well as 
the final ones.” 


cies, 


Enthusiastic Reception — The 
workshop session evolved into what 
one prominent retailer called “the 
best shoe workshop I ever heard.” 
He was Carl Kirkland of Kenton, 
vice-president of the one-year-old 
Ohio Shoe Retailers Association. 

Others in the audience were just 


56 


as enthusiastic as panel member 
after panel member discussed mer- 
chandising methods, inventory con- 
trol, profit margins, 


training, buying practices, adver- 


personnel 


tising, display trends and fashions. 

Edward J. McDonald, NSRA ex- 
ecutive vice-president, moderated 
the “Retailing at a Profit’ forum. 


Buying for Profit—John W. Mor- 
gan, president of John W. Morgan 


Lowis Liebson, NSRA president, greets 
retailers at regional workshop. Mr. 
Liebson, vice-president and director of 
Edison Brothers Stores, inc., was a sur- 
prise visitor to the conference. 


Parkersburg, W. Va., 
covered “Planning and Buying for 
Profit” as one of the panelists. He 
told the retailers that if their sales 
force lacks imagination had 
better buy shoes that are pre-sold, 
pre-packaged and prepaid.” 


Associates, 


“you 


He urged his listeners to study 
trends and be especially concerned 
with textures, 
brands, purchasing policies and re- 


styles, colors, 
ordering. He urged “judicious over- 
buying” so as to have 
show at all times. 

“Famous names 
ers to your store,” urg- 
ing the buying of lines. 
‘But always remember that after 
he the customer 


shoes to 
attract custom- 
he said in 
branded 
also 


enters, re- 


members own individual 
brand name.” 
Other Morgan 
with the idea of selling wardrobes 
pairs.” 


purchases 


your 


comments: “Buy 


of shoes, not 


mere ae 
Budget for a 
three- to four-month selling period. 
Long-range commitments often 
produce stagnation.” . “Maintain 


least 20 


your 


an open-to-buy of at per 
cent of planned sales for the pe- 
riod. You'll for 


sizing.” 


need it fast re- 


Planning and Controls—-Meade 
H. McCain, Jr., president of Swope 
Shoe 
tended 
fruitful 
control 


Company, St. Louis, con- 
that 


systems of 


written records and 


planning and 
are essential to successful 
operations. He said, “I cannot pre- 
dict a for those 
of you who fail to develop a pro 


fessionalized attitude toward retail 


very rosy future 


store management.” 

The pricing of merchandise must 
be coordinated with a store's char- 
acter and personality, he insisted. 
If the major appeal is price, man- 
agement will 
day at 


try to offer bargains 
mark 


If the appeal is broad assort- 


every relatively low 
ups. 
ment, 
that 


pense of stocking many 


management 
will 


must set prices 
for the 


slow 


compensate ex- 
turn- 
over items 

Mr. McCain suggested that turn 
and can be in- 


over profits 


creased by increasing sales or de- 
creasing stocks. The latter method 
would involve reductions in dupli- 
and 
model stock and buying plan (by 
buying staple and fast-growing 
fashion more frequently 

and weeding out slow-moving 


cate styles brands, use of a 


items 
mer- 
chandise. 


“Be Aggressive” in Ads—Sidney 
L. Kline, director of 
Lustig’s, Inc., Youngstown, O., re- 
tail shoe firm, told the conference 
that timely, repetitious, consistent 
and flexible advertising is essential 


advertising 


to store success. 

“Don’t be afraid to be 
he said. 
follows the crowd quickly gets lost 


agyres- 


sive,” ‘Remember, he who 
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Atlanta Is Site of Second 


Conference; Others Ahead 


NEW YORK—The National Shoe 
Retailers Association is continuing 
its program of Regional Confer- 
ences around the U. S. The second 
one was set for June 1 at Atlanta’s 
Riviera Motel. Although this was 
planned as a luncheon session, 
NSRA announced a similar pro- 
gram to the one in Columbus. 

Thelma C. Hennessey, associa- 
tion secretary, said NSRA hopes to 
hold the third and final conference 
of this season in Milwaukee, if a 
date can be arranged. 

The program would be resumed 
in the fall, possibly in September. 





Mr. Kline also 
stitutional advertising telling 
the merchant's his 
service to the public, his 


in it.” favored in- 


about store, 
time of 
trained salespeople, his selectivity 
his brand 


of merchandise and 


names. 


Sales Training Counts Elaine 
T. Norwood, sales promotion direc- 
tor of Craddock-Terry Shoe Corpo- 
Va., 


retailers’ 


ration, Lynchburg, expressed 


concern about frequent 
neglect of employee training, effec- 
tive managerial leadership, sharing 
of ideas, and failure to follow 
through on any training campaign. 
Salespeople create the atmosphere 
in which customers shop and buy, 
she stressed. 

She that 
“take advantage of all the 
try that keep you informed 


new style trends and 


suggested retailers 
indus- 
aids 
about sales 
motivators. 

“For 
Footwear News and BooT AND SHOE 
RECORDER at your fingertips, and you 
sut the 
material that’s aimed at helping you 


$6 a year you can have 


probably do. do you use 


with training?” 

Miss the 
“musts” of selling as “information, 
inspiration and perspiration.” 


Norwood identified 


Thelma G. Hen- 
and director of 
for NSRA, 
fall apparel and shoe styles, colors 
and materials as another workshop 
feature. 


Style Tips Too 
nessey, secretary 


publications discussed 
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Macy’s, LIA Join in Salute to Leather 





This window was one of six devoted exclusively to women's leather shoes during 
six-day promotion at Macy's in New York. Styles were shown for all occasions. 


NEW 
citement? 


YORK—“What’s the 
Leather, of course!” 
This the theme of a week- 

long cooperative promotion with 

Leather Industries of America, 

which ‘‘substantially increased” 

sales for R. H. Macy and Company's 


Ex- 


was 


shoe departments in mid-May. 
The “Show of Shoes” 
which traffic in 


promotion, 
the 


swelled store’s 





‘Ripple Week’ Strategists 


Promotion-minded shoemen get help from 
the distaff side in planning strategy for 
recent Ripple Sole Shoe Week in Boston 
From left: retailer Philip B. Bayes, chair- 
man of "week"; Mrs. Nathan Hack, and 
her husband, inventor of the R pple Sole 
During the promotion, stores featured 
the soles in their windows and their 
newspaper ads. 


sixth-floor women’s shoe depart- 
ment, was powered by: 

© Forty-four pages of advertising 
in New York metropolitan and sub- 
urban dailies. One two-page ad in 
the New York Sunday Times showed 
56 different leather shoes. 

® Four shoe fashion 
duced and commentated by 
fashion staff. 
shoes for round-the-clock wear. 

® Store-wide displays, including 
six big windows at Broadway and 
34th St., considered the city’s busi- 
est shopping corner. Handbills were 
distributed at every entrance to the 


shows pro- 
LIA’s 


Five models displayed 


store. 

Each window display was devoted 
to a different “look.” For example, 
“The Spectator Look in Leather” 
and “Dyeable Leather Shoes.” 

This type of promotion was not 
new for Macy’s, a spokesman 
pointed out. The store holds “shoe 
weeks” at least once a year—often, 
twice. 

Harold Schappes, merchandise 
manager for children’s 
wear, said the May shoe week was 
“highly successful and we are all 
pleased with the results. We think 
the idea of the tie-in with LIA and 
the emphasis on a single theme, 
leather, was particularly good. Cus- 
tomers appeared to like it.” 


shoes and 
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2000 Buy from 550 Lines at Dallas Showing 


At the Southwestern market, de- 


mand for triple needles was 
growing. Black nylon velvet was 
the big item for children. For 


men, lightweights were slipping. 
By VIVIAN ANDERSON 


DALLAS—Two thousand enthu- 
siastic retailers from the South- 
western U. S. bought shoes, boots 
and handbags from 550 lines ex- 
hibited in four hotels during the 
Dallas Fall Shoe Fair. The four- 
day, heavily-trafficked show is 
sponsored by the Southwestern 
Shoe Travelers Association. 

About 20 foreign lines were 
sprinkled among the showings. 
Some salesmen felt that Mother’s 
Day had cut into the Sunday traffic. 


Polished Calf Tops — Suede is 
bought in lesser amounts at this 
show due to the warm climates rep- 
resented. Deldi-suedes were pur- 
chased in volume in women’s dress 
shoes, but polished calf was No. 1. 
Increasing interest noted in 
the waxy tannages; there was some 
demand smooth kid, 
grains and black fabrics. 

While black in closed-pump pat- 
terns was outselling any other, 
every retailer was choosing several 
browns for his fashion coverage 
mustard leathers, autumn blond, 
deep rich, smoky or blackened 
browns. Many bought pumps con- 


was 


for polished 


trasting black and brown, also un- 
lined black waxy leathers with 
brown stacked heels. 


Textured Types Limited — Few 
textured leathers were selling ex- 
cept in flats and small-hee] styles. 
Interest was noted in grape and 
green leathers; red was not or- 
dered in volume. Some bought 
bravo blue leathers. Retailers or- 
dered lustres in volume, several ex- 
plaining that they were buying 
them for early transitional wear, 
would reorder for holiday volume. 

In women’s fashion shoes, there 
was a growing demand for triple 
needles, although the bulk of buy- 
ing was in double needles. One ex- 
ecutive “Retailers are now 
spreading their purchasing power 
from 25/8 heights down to 13/8 
and 14/8 heights for growing girls. 
3rown stacked heels are big; and 
there’s some interest in the dain- 
tier squared-off toe.” 


said, 


Mostly Popular-Priced—A small 
trend was noted in black patents 
as an all-year-round shoe in the 
warmer states. While shoes were 
purchased for retailing up to $45, 
the bulk of the buying was in pop- 
ular-priced lines. 

In casuals and walking shoes big 
interest was noted in 
horned back alligator combination, 
multi-color details, and contrast 
stripping from light to dark, in 


suede and 





300 at lowa Show; Orders Satisfy Exhibitors 


DES MOINES, 
buyers attended the fall showing of 


IA.—About 300 
the Iowa Shoe Travelers’ Associa- 
tion, and Association President Rob- 
ert Daniels said exhibitors were 
pleased with the fall orders written. 

A cool, rainy spring has left retail 
shelves un-emptied of spring and 
summer shoes, but there was still a 
fair amount of fill-in buying. 

Women seemed to prefer the clas- 
sic black patent, and bone is popular 
here as elsewhere. Men’s light- 
weight shoes in the slipon category, 
in both dark brown and black, were 
tops in fill-in orders. 

Mr. Daniels said loden green was 


a “very popular” color in both men’s 
and women’s lines. There was some 
interest here in the new narrow toe 
in men’s shoes for fall, and the moc- 
casin continues to be a top seller in 
the Hawkeye State. Cordovan 
leather is also a favorite here. 

Though slow to buy the pointed- 
toe shoes, women in this area are 
now demanding them. The newer 
fabrics — nylon velvet and nylon 
suede — attracted interest in both 
women’s and children’s lines. 

300ts sold well in both boys’ and 
girls’ lines, and the three-eyelet tie 
was considered a good item in the 
girls’ lines. 


open-toe slings, closed and open 
heels and open-toe pumps. The 
taupe color was important in 14/8 
stacked heels and loafers. Big in- 
terest was in unlined flats. For 
growing girls 13/8 and 14/8 
heights were purchased in bulk. 
Princess heels outsold squash and 
Queen Anne heels. There was de- 
mand for narrow-toe, 
type loafers for girls 


continental- 


Nylon Velvet Moves—Black 
lon velvet will be the volume shoe 
for children in the Southwest next 
fall and winter. Taper toes 
strong. Eyelet patterns are impor- 
tant, many in fine grain leathers 
and in combinations of black 
benedictine, black velvet 
leather, and black nylon 
with four white eyelets and light- 
weight crepe soles. 


ny- 


are 


and 
and 
velvet 


Retailers seemed to be buying 
better-quality for children. 
Dainty and smart treatments were 
slippers 


shoes 


noted on dress selling 


about equally in plain 


swivels and T's 


straps, 


strong for big 
outselling coffee 


are still 
black 
similar 

demand 


Loafers 
boys, with 
bean and 
For little 
classic oxfords 


Scotchgarded 


shades. 
for 
saddles and 

leathers 


brown 
boys, was 
and 

brushed 


Men's Lightweights Fade Im- 
portant note in men’s shoes is the 
trend from lightweights in 
the Southwestern part of the coun- 
try. Everywhere there was increas- 
ing demand for medium-weight 
brogues, heart wings and wing-tip 
and medium to medium- 
broad toes. Moc patterns have be- 
come the men’s “staple.” 
black 


about 50-50 with increased interest 


away 


patterns 


grown and were selling 


in olive tones, burnished tones of 
brown, grape, gray and burnt bark 
boarhide shades. Antiqued bronze 
has caught fire even in the 
Rio Grande country because it 
picks any color. Elasticized 
shoes important. Handsewns 
were brought in volume. Duller 
leather finishes are gaining 
strength. 


lower 


up 
are 


Boot and Shoe Recorder 





Business Equals or Surpasses °59, Exhibitors at Columbus Report 


COLUMBUS, O. — Buying action 
was good at the Ohio Shoe Travel- 
ers Club’s fall showing. Manufac- 
turers’ representatives said the 
more than 500 buyers on hand from 
Ohio, Indiana and West Virginia 
expressed their approval of current 
styles. 

On the opening day, some 300 re- 
tail visitors were registered de- 
spite the double-barreled handicap 
of Mother’s Day and_ inclement 
weather. NSRA’s initial Retailer 
Conference was held that morning 
as a show feature. 

Manufacturers who were here 
primarily to introduce their lines 
said they had booked future dates 
to call on retailers in their stores. 
Others said orders equaled or ex- 
ceeded the high levels of the May 
year ago. There were 114 
lines on display on seven floors of 
the Deshler-Hilton Hotel. 


Volume in Double Needle—Ta- 
pered toes continued in favor with 
women’s shoe buyers, with the 
double needle the volume item and 
the triple needle the 
high-fashion number. 


show a 


narrower 


Spokesmen for every category of 
footwear reported the browns gain- 
ing but black still on top. Consid- 
erable interest was evinced at the 
show in unlined soft pigskin and 
unlined dress Also attract- 
ing buying support was Scotchgard 
pig and chil- 
dren’s shoes. The water- and soil- 


shoes. 


in men's, women’s 
repellent leather, available in a va- 
riety of colors and styles, has been 
universally accepted in this region, 
show chairman A. T. Maniace said. 

Still another item of major in- 
terest was boys’ shoes with the sole 
injection-molded to the leather up- 
per. These were offered in Alpine- 
style oxfords, l»w boots and dress 
oxfords. 

Other popular preferences at the 
show, as exhibitors reported them: 


® Women's Shoes—Slender with 
pointed toes for dressy offerings; 
softened, low- 
hee] concepts; 
points for tailored high heels; and 
tapered lasts. A deft blending of 
textures with black or black-brown 
design accent on browns. 

The trend in women’s shoe 


broader squares in 
snipped-off, squared 


cOo- 
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ordination, one traveler remarked, 
is subtle contrast. The neutral 
shoe will attract the greatest pro- 
motional interest. 


® Men’s Shoes—Al! lasts, from 
brogue to continental, are being 
narrowed to accent the slim, flex- 
ible fashion. Men have accepted 
the slipon silhouette, which will be 
more popular than ever this fall. 
There a strong move to 
handsewn detailing, a show leader 
said. 


is also 


The high-riser may become a hit. 


® Children’s Shoes—Girls’ dress 
shoes continue to grow a little slim- 
mer. Buyers expressed a need for 
square throat lines, bows that are 
built into the shoe, and nylon velvet. 
Black patent goes on and on, a 
traveler noted. 


Next Show Set— William C. 
Short, president of the travelers, 
said the spring show has been set 
tentatively for November 5-7. 


: 


Field! 


years! Write 
for details. 


THE 


Style 6439 


with Strap and 


ond Grains 


-it started with 


Another “First” for ADAMS BROTHERS— 
marking our entrance into the BOYS 
Featuring the superb workman- 
ship, proven styles and quality 

leathers that have made 

ADAMS Shoes 

famous for 58 


Style 6435 

Slip-on with 

Gvantone Stitch 

Burnt Olive Grain 
VOTAN ‘SuperSole 

Boys Sizes 312-7. Also 

in Black Grain, Brown 

Grain & Smooth Cordo 


KAMPTRAMP 


SHOE 


Some os No. 6435, above 
Crest 
Same Boys Sizes, Leathers 


"JACK and JILL’’—the First Name in Children’s Shoes! 


ADAMS BROTHERS. INC. 


PITTSFIELD, 


NEW HAMPSHIRE 
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Buyers Confident at Pittsburgh 


Both attendance and business at 
the Pennsylvania Shoe Travelers 
fall show were said to range 
from equal to 10 per cent ahead 
of last year’s market. 
PITTSBURGH Orders written 
at the Pennsylvania Shoe Travelers’ 
Association’s fall showing reflected 
retailer confidence in the coming 
season. Inventories were in 
shape following satisfying business 
for Easter and the month of April. 
One hundred and twenty sales- 
men exhibited 180 lines of footwear 
in the Hotels Penn-Sheraton and 
Carlton House. Attendance and buy- 
ing were rated even to 10 per cent 
ahead, in comparison with the cor- 
responding show a year ago. 


good 


The Slender Look—F or exhibitors 
of women’s style shoes, the slender 
look was the big factor. The advent 
of the triple needle has made the 
double needle more important. In 
fact 90 per cent of the shoes sold 
were on the double needle last. Buy- 
ers from the larger cities bought 10 
to 20 per cent triple needles. 

Many orders 
autumn suede more sub- 
dued colors—fashion brown, Osage 
green, gray seal, blue mist and har- 
vest red, in the order of importance. 
More smooth calf was bought than 
in previous seasons. Colored calf 
also was bought with enthusiasm. 

There was a marked increase in 
medium - hee] and unlined 
footwear regardless of heel height. 
Most stores requested early deliv- 
ery dates. 


were written for 


shoes in 


shoes 


Tapered Toes for Men—In men’s 
dress shoe lines, tapered toes were 
becoming more acceptable. Tassel 
mocs in versions were ap- 
pearing more frequently in some 
grades. Big, and growing stronger, 
were handsewn mocs in smooth and 
grain leathers, in all price ranges. 
Buffalo 
was a major promotional item for 
fall. 

Also moving was a genuine shell 
cordovan casual in plain toe and 
chukka boot. 


several 


calf in mid-brogue types 


60 


The Italian influence has become 
tremendous in black with orna- 
ments and straps. Pointed toes are 
leading in all price ranges. 

Prominent fall promotional colors 
will turf brown, 
brown and burgundy. Black, gray 
and green in plain-toe suede casuals 


include tobacco 


with crepe soles are tremendous in 
sales. 

In all types of men’s shoes flexi- 
bility is becoming a stronger trend 


Stability in Children’s Lines 
There do not appear to be any dras- 
tic changes in children’s fall shoes, 
judging from Pitts- 
burgh. Black the 
favorite in boys’ and girls’ back-to 
school shoes. 
burgundy and the dark brown fol- 
low closely the black influence 


exhibits at 
continues to be 


In the youths’ ranges, 


Toes are slightly narrower than a 


year ago, but the sharply pointed 


toe has not found favor in the little 
gents’ and youths’ ranges 


Buck 


continue strong in sport types in 


leathers with crepe soles 


host of bright promotional colors 


Gray remains the top color, wit} 


loden green and gold creating inter 
est. 

Black smooth slipons with vamp 
ornamentation are gaining in popu 
larity. 
girls’ 


Lightweight Oxfords — In 


back-to-school shoes the greatest 


influence is in oxfords in 


weight 
taper toe. 


light 
construction and medium 
Black nylon velvet con- 
strong in the 

with black and red leather 
own. While the 
ventional saddle has slipped, new 


promotional 


tinues school-type 
family 
holding its con- 
types such as the patch 
saddle are gaining in popularity. 
Welt 


swivels, 


without 
selling fall, 
although sales are falling off in the 
larger misses’ size ranges. 

Black 
strong in the children’s and misses’ 
blac k 


Little interest was shown in 


and 
well 


straps, with 


a 


are ior 


nylon velvet continues 


dress-type picture, as does 
patent. 
any of the promotional colors, such 


as red and gray, in this category 


50 Lines on Exhibit: 


Rain Curbs Attendance 
At Indianapolis Show 


By FLORENCE M. TAYLOR 


INDIANAPOLIS, IND. Al- 
though show spokesmen said buy- 
ing in general is up, traffic at the 
Indiana Fall Shoe Fair was re- 
ported down. Jack R. Boyd of En- 
dicott Johnson Corporation, chair- 
man of the Indiana Shoe Travelers 
Association showing, said registra- 
tion was good until rain and sleet 
A cold rain 
the 


set in on the first day 


continued throughout show, 
cutting attendance 

About 50 lines were exhibited at 
the Hotel Claypool. 


for fall 


Orders written 


were mostly 


Soft-Light Trend In women’s 
dress shoes, the big news was soft- 
light flexibility. 


interest shown, 


ness. weight and 


Much 


Scotchyard-treated 


Was too, In 


leathers and 


leathers including pigskin 


buck, 
The more 


sueded 


and as well as nylon velvet. 


pointed toes were re- 


ported getting better acceptance 


true of 
Constructed 


than ever. The ne Was 


high, pointed 

trim pumps sold well although bow 

pumps were still important 

and 

than in the 
Tintable 


and 


Open shoes ch as vinyls 


barebacks were better 
past two Lail 4enSOns 
footwear fabric 


skin 


daytime 


pig- 
vening and 
No. 1 


pump 


both e 
The 
the 


was 
seller, 


however, was closed 


Stacked-Heel Casuals——In 
lines, buyers preferred 


casual 
stacked 


heels over some types 


wedgie 


Glove leather was first in materi- 
followed by 


bucks 


Boots and snow 


als, Scotchgard pig- 


skins and ny- 
boots were much 
the 


green 


in evidence, with black most 


Loden and 
both 


were 


important color. 


brown tones in suedes and 


other leathers next in de- 
mand. 
the 


weight 


In teenage shoes theme of 
light and soft- 
ness was carried through. Empha- 


sis was on boot-type patterns and 


flexibility, 


tie, buckle and slipon types. 

In flats the Queen 
was strong. 
last 


Anne heel 
The needlepoint 


both 


very 


was most important in 
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Queen Anne heels and flats with 
the water-repellent leathers and 
nylon velvets being in favor. 

Teenage flats also were good in 
loop pattern and stacked cowboy 
heels. 


Again, Nylon Velvet In little 
girls’ shoes, nylon velvet in black 
the 
cushion crepe 
back-to-school trade. 

In boys’ dress shoes the choco- 
late, like the men’s dress 
shoes, was most popular. In back- 
to-school types, cushion crepe with 
soft and glove predomi- 
nated. 


Saddles in 
for the 


was best seller. 


soles were 


styled 


leathers 


For men, casual shoes were the 
top sellers. Black was still No. 1. 
However, burnished browns and 
darker colors ripe olive 
were close on its heels. Ornamen- 
tal types, high-risers and gored 
campus boots were high in demand. 

Men's loafers in lightweight con- 
tinental styles moved well. Black 
the best seller. There 
interest 


such as 


again was 
was more 
In dress shoes for men, blacks and 


the 


in pointed toes. 


burnished browns were most 


wanted colors. 


“Be 


shoe 


Informed” —To 
retailers to 
with 
show 
Informed.” 


encourage 
better 
industry, 
“Be Pro- 


become 
the 


was 


acquainted 
theme of the 
gressive, Be janners 
this hung 
on each floor above the registration 
desk and in each exhibit room. 
Show Chairman Boyd said the proj- 
ect is the first step in a long-range 
program. 

E. C. Smeltzer 
secretary cf the Travelers. 


repeating slogan were 


has resigned as 
His as- 
sistant, Jack Boyd, has succeeded 


him. 


Miller Leases Department 
NEW YORK Lawrence Miller, 
under the name Miller Shoes 
operates several leased departments 
and Pittsburgh plus 
units, has leased the 
of The Tailored 
Woman, a Fifth Avenue store. He 
has retained Emery Ralston, who 
will continue to operate and man- 
age the department. Mr. Miller, 
who started his shoe career with 
Demery’s in Detroit over 30 years 
ago, envisions further expansion of 
his chain in the East and Midwest. 


who 
in Detroit 


other retail 
shoe department 
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Despite Dip in Attendance .. . 


Buying Increases at Oklahoma Mart 


By ELSIE VAN HORN 


OKLAHOMA CITY—Although 
attendance down somewhat 
from last year, sales were improved 
at the Mid-Continent Shoe Travel- 
ers’ fall show. 

“Those who bought, bought 
well,” reported E. J. Eichhorn, ex- 
ecutive secretary of the associa- 
tion. “Most buyers seemed to have 
their inventories in good shape and 
they bought with confidence of a 
good season ahead.” 

Many of the seventy-one exhibi- 
reported booking new 
counts. A few expressed 
pointment in both traffic and sales, 
while others called the show “our 
best in terms of 
booked.” 


was 


tors ac- 


disap- 


years in orders 


Pointed Toes Move—There 
the continuing 
Double 
needles 


was 
no question about 
popularity of pointed toes. 
and triple 
were very much in demand in wo- 
and the pointed trend 
showed stronger in teens’ and sub- 
teens’ styles. (The demand for the 
narrower toes in men’s and boys’ 


needles even 


men’s styles; 


styles gave evidence of increasing 
acceptance by the male consumer 
in the neater, trimmer styles.) 

A trend showed stronger than ever 
toward Queen Anne and mid-heels, 
with 18/8’s the volume, although 
23/8’s still showed strong. Interest 
in the stacked heel continued 
the increase, with volume demand 
in all heights from the flatties to 
Queen Anne to mid-heel to higher. 

In women’s and girls’ lines, some 
exhibitors reported a “toss-up” be- 
tween black and black 


on 


suede 


leather for volume. Others noted a 
definite preference for calf, with 
interest in suedes on the wane. 


Open Types Trail—A wide range 
of brown shades was still pushing 
forward, and there was volume in- 
terest in green, especially in deldi- 
silk. 

Demand for the all-closed 
shoe, with practically no interest 
in open toe or heel. Several sales- 
men reported the unlined shoe 
gaining in favor both in mid-heel 
and high-heel styles as well as flat- 
ties. In dressy pumps, lizard still 
drew interest although not as much 
as last year. Renewed interest was 
shown in jeweled flats. And a va- 
riety of boot styles, variations of 
the original chukka, drew interest. 

In girls’ shoes the lustre calfs 
were very important, with little 
heels for pre-teens in demand and 
the volume for the 14-19 age group 
in higher heels. 


was 


Shadow Browns Vie—In men’s 
shoes the shadow browns are push- 
ing black for top spot, with a 
new ripe olive shade, black olive 
and black grape sparking high in- 
Moccasin still a 
leader, although many are swing- 
ing to the wing tip. Textured leath- 
ers with a soft shine were impor- 
tant in both men’s and boys’ shoes. 

Exhibitors of were well 
pleased with orders, particularly 
on the western styles which are so 
rapidly growing in popularity in 
this area. Pronounced trend is to 
more color and the stovepipe top. 
The dogger-type heels have gained 
over the shaped cowboy heel. 


terest. toes are 


boots 





‘Scholl Foot Comfort Week’ Scheduled for June 18-25 


CHICAGO—“Dr. Scholl’s Foot 
Comfort Week,” annual mer- 
chandising event sponsored by The 
Scholl Manufacturing Company, 
Inc., is for June 18-25. Shoe 
stores will tie in with window and 
counter displays and local advertis- 
ing programs coordinated with the 
national campaign. 

Dr. Scholl's ads will appear in the 


an 


set 


Saturday Evening Post and Life as 
well as other magazines, hundreds 
of newspapers, and Sunday supple- 
ments. Another promotional me- 
dium will be ABC Radio’s “Break- 
fast Club.” The Scholl firm (211 W. 
Schiller St., Chicago) is making ad- 
vertising mats and merchandising 
material available for retailer use, 
a spokesman said. 





High Inventories Influence Buying at Seattle 


SEATTLE — The Pacific North- 
west Shoe Travelers’ fall show could 
be summed up with three points: 
The registration total came within 
eight of the all-time high for a 
PNST show. Buyers, however, had 
not turned in all their order sheets 
by the end of the show. Finally, 
good items were being ordered “by 
the case only.” 

Buying traffic was good for the 
Mother’s Day opening. But many 
merchants reported high invento- 
ries, and a holding off of orders was 
in evidence. Rain in the Puget 
Sound area and snow in Eastern 
Washington during the winter helped 
bring about higher-than-normal in- 
ventories. 

On the other hand certain “in 
demand” items could not be re- 
ceived from factories fast enough. 
Those who delayed placing orders 
expected to wait no longer 
than a few weeks. 


were 


Black 60-40 — Moving with the 
trend of recent PNST shows and 
country-wide acceptance, color 


preferences had narrowed to 60-40, 
black over brown. Brown out- 
stripped navy, leaving it virtually 
dormant. 

Stylewise, the story was more of 
the fluid lines, simpler than before 
in women’s shoes; more emphasis 
on construction in girls’ and teens’ 
shoes; and demand for more 
step-in patterns for men, with 
boys’ shoe buyers asking for simi- 
lar patterns. 

Two additional 
were noted: Canadian 
shoe buyers wanted extreme triple 
needle and the narrow heel 
and pointed toe for men were still 
meeting with resistance in this 
area. 


considerations 
women’s 


toes; 


Open Shoes Trail—Open styles 
lagged behind expectations in wo- 
lines. Brown com- 
with black calf in tailored 
styles; black calf in both 
and tailored styles (some 
leather stacked heels); 
brown family, with taupe, 
and red spotty, reflect the color ac- 


men’s suede 
bined 
dressy 
with 

the 
green 


and 


what's the price of 
customers these days? 


Ever consider the cost of a 
The effort. 


pense of luring him into your store. 


new 
customer? time, ex- 
Transient shoppers, with no loyalty 
the 


average cost out of proportion to 


for any one retailer, make 


the sale. 


tepeat customers lower the 


average cost and mean 


greater profits. The aston- 
ishing increase in Foot-So- 
Port 
peat” business. We like these 


sales is based on “re- 
customers. You will too... 


for years. 


FOOT-s0-PORT 


$012 
TAN LUXOR CALF 


Twnrebeck 


SHOES 


“The only shoe of its kind in America’ 


FOOT-SO-PORT SHOE CO. oconomowoc, Wis. 
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ceptance here. 

Decorative treatments were defi- 
nitely being placed on orders, and 
throats and 
also found favor. 
In heel heights, 23/8s found their 
way onto dressy shoe lists, but the 
soft, unlined, also dressy little shoe 
very impor- 


elasticized 
fringed throats 


square 


was also considered 


tant. 


Patch Saddle Popular — Squash 
heels, with a introduction in 
one juvenile line, continued to be 
sought after. The patch saddle in 
nylon velvet for girls teens 
was considered an answer for par- 


new 


and 


ents who were tired of having their 
feminine offspring wear 

soles for everyday. Black, 
white, beige and some green were 
the big colors for girls. line 
had 75 per cent of current orders 


cement 
brown, 


One 


riding on an elasticized vamp teen 
shoe. 

While step-ins for men were tre- 
mendous (with the patterns 
for boys’ 


cases), 40 


same 
ranges in 
some cent of the 
business of one moderate-price line 
was in the plain toe and wing tip 
particularly a wing tip blucher. 


copied size 


per 


Wide assortment af chairs. 
See your dealer or write us 
for our distributor's name, 


AMERICAN CHAIR COMPANY 


Manufacturers 


Sheboygan, Wisconsin 
Permanent Disploys: Chicago * New York * Miami * Boston * Son Francisco 
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Heavier Weights for Youths— ‘Brand Name Retailers’ Collect Their Awards 
Although men have accepted fully — 


the lighter weight styles, young 
men and boys continued to demand 
the heavier weights. Gored slipons 
were being sold for the customer 
who didn’t think he could wear a 
regular slipon. 

Brown was catching up, with es- 
timates going as high as 55 per 
cent brown-45 per cent black. 
Chukka boots had gone; brushed 
leathers were good and the soap 
and water saddle, particularly for 
the Portland, Ore., area, was a 
good item in young men’s lines. 

Exhibits in Three Hotels—This 
show was held in three hotels—the 
New Washington, Stewart and 





Olympic—rather than two as previ- 
ously. Travelers voted to hold the 
next one, too, at the three loca- 
tions. 

At a breakfast meeting, Dr. Orlo 
M. Brees, public relations repre- 
sentative of the National Associa- Myron J. Sholem (left) of Sholem's in Champaign, Champaign, Ill., accepts 
first award in shoe store category of “Brand Name Retailer-of-the-Year"’ compe- 
: tition. With him are certificate of distinction winners, J. Thomas Flippen 
standing ovation for his talk on the {eenter) of Flippen’s Junior Boot Shop, Sandusky, O., and Lewis $. Corbaley, 
shoeman’s stake in government and president of J. L. Corbaley & Son, Inc., Omaha, Neb. The Brand Names Founda- 
tion, Inc., presented the awards at a banquet in New York's Waldorf-Astoria. 
Also gaining certificates but not represented in photo were Marco Shoe Stores, 
South Miami, Fla., and Steve's Shoes, Inc., Kansas City, Mo. 


tion of Manufacturers, drew a 


the reasons for his becoming active 
in government. 








To All Shoe Tracelers ||| One of America’s Finest Resources for 


“Salesmen on the Road,” a page for and about the 


traveling man, has returned to the Recorper. It con- ff 
tains news and sidelights about travelers’ organizations * SAMPLES en 
as well as the individual salesman and his accomplish- 
ments, on and off the road. 


It's the traveling man’s own page, and the Recorver 7 
depends on the traveler to keep up a steady flow of 
news. If you have a news item, write to: 


ff. 
MRS. VIVIAN ANDERSON r 
SALESMEN ON THE ROAD DEPT te CA 

Ae eee 

“Se 


Branded Shoes-first quality 
from outstanding makers 


LAKEWoOoD 15, COLO 





IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 


now addressed. This will enable us to put the change 


READE STREET 
Address ALBARISHOE 


into effect with a minimum of delay. 
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e Financial 
Chains’ March-April 


Sales Increase 14 Pct. 
MARCH-APRIL totale. af 


seven leading chains showed a com- 
posite increase of 14.4 per cent over 
the same months of 1959. 

For the month of April alone, 
these chains’ sales 73.6 per 
cent. The big jump occurred be- 
cause the bulk of Easter sales was 
included in the April this 
vear, whereas in 1959 Easter came 
in March. 

For the first four months of this 
year, chain sales were 13.6 per cent 
ahead. 

The table 
of sales increases for each chain for 
April, March-April, and January- 
April in comparison with last year’s 


sales 


rose 


totals 


shows the percentage 


figures: 
“% Gain % Gain 
Mar.-Apr. 4 Mos. 


1960/59 1960/59 


Gain 
April 
1960/59 
45.2 
102.9 
71 
94. 


Sy. 


3eck 
Sutler 
Edison 
Kinney 
Melville 
National 86.5 
Shoe Corp. 47.5 


14.4 


According to a Tanners’ Council 
compilation, the seven chains in 
April were operating 5.7 per cent 
more units than a year earlier. 
Average shoe values as measured by 
the index of factory prices were 3.5 
per cent higher. 


Wolverine 1959 Sales, Net 
Rise; Benefits Set Record 
ROCKFORD, MICH. — Wolverine 
Shoe Tanning Corporation's 
1959 sales ($15,260,116) 
1958 by 34 per cent, and its earn- 
ings per share ($1.32) were up 69 
A. K. Krause 
the company’s 


and 
topped 


per cent. President 
gave this 
annual meeting. 

Wolverine officials have 
ported that over $% million in bene- 
fits—a record high- paid to 
employees in 1959 through the Wol- 


report at 
also re- 
was 
verine Plan and Pal Plan sponsored 
the company. Under the Pal 


Plan, reductions in per-unit labor 
costs via time-saving and labor-sav 


DY 


ing suggestions are returned to em- 
ployees in the form of bonuses at 
the end of each four-week period 
The Wolverine Plan includes prof- 
it-sharing individual 
through a 
medical 
grams, 
workers 


on an basis 


retirement trust fund, 


life 


payments to 


and insurance pro- 


and retired 





9714 Hours’ Labor Buys Oxfords in Russia 


WASHINGTON, 
Moscow 


ia + 
have to 


Working 
put in 
irs on the job before they 


women in 
57 lo hi 
have saved the price of a pair of 
leather oxfords in the middle-price 
range. 

In New York City, 
working time is 


the comparable 


and 10 


five hours 
minutes, 

These comparisons are presented 
by the U. S. Department of Labor 
in a new study, “Purchasing Power 


of Soviet Workers.” 


Real Earnings Below 1928—The 
main point of the study is that ac- 
tual purchasing power of workers 
in the USSR is very low, compared 
to the U. S., and that real earnings 
in the USSR, in terms of food-buy- 


Rubles Dollars 


2.45 $15.10 
2.30 11.21 


Men’s leather oxfords 
Women’s leather oxfords, 
middle-price range 


64 


ing power, are still far below the 
high point reached in 1928, when a 
limited degree of private enterprise 
was permitted to exist. For exam- 
ple, the average Russian must work 
more than hours 
than he did in 1928 to buy a week’s 
supply of groceries. 

In 1959 a Soviet worker support- 
of four had to 
(6§2 per cent of 


two longer now 


ing a family work 
28.49 hours a week 
the 46-hour legal workweek) to buy 
enough of the seven basic foods for 
his family 
beef, 


rye bread, potatoes, 


sugar, milk, eggs 


butter, 


Price Comparison—The U. S. De- 
partment of Labor supplies a com- 
parison of footwear prices in Mos- 
cow and in New York City: 


Moscow worktime 
as % of 

W orktime 
850 

1,100 


New York 
W orktime 
7 hrs. 

5 hrs., 
10 min. 


Moscow 
W orktime 
61 hrs. 
57 hrs., 
30 min. 


od 


Ld - 

¢ Obituaries 
Ernest Blackwell, Retired 
Official of Spaulding Fibre 

WARWICK, R. I. Ernest C. 
Blackwell, 73, retired general man- 
ager and director of the Spaulding 
Fibre Company, died in a Provi- 
dence hospital May 13 after a long 
illness. He was widely known in the 
shoe industry and was the holder of 
several shoe patents. 

Mr. Blackwell 


in Boston in 1910 as a salesman and 


joined Spaulding 
during 
Il he 
the 


sur- 


became’ general 
World War I. In 


his 


manager 

World War 
with 

He is 


Ora, a 


represented industry 
War 


vived by 


Production Board 


his widow, son, a 


brother, three sisters and two grand- 


children. 


MAX WEST, 76, 


Shoe 


resident of the 
Manufacturing Com- 
Pa., 
cently in Munich, Germany, after a 
He lived in New York 


He is survived by his widow, 


Pocono 


pany, Stroudsburg, died re- 
long illness. 
City. 


Irma, and a daughter. 


JOHN H. 


representative 


ELLEDGE, 
the 


division of 


15, 
House of 
Mid- 
States Shoe Company, died recently 
attack in Austin, 


He had represented Crosby square 


sales 
for 
Crosby Square, 


of a heart Tex 
in South Texas and Louisiana since 
1951, Austin. Earlier, he 
traveled for Shoe 
Pedwin about 
He the 
Southwestern Shoe Travelers Asso 
His widow John, 
Jr., survive 


living in 
Brown Com 
pany’s division for 
12 years was a member of 


Clation and a son, 


MORRIS PELBERG 
the Philadelphia 
firm of E. Pelberg & died 
May 9 in a Philadelphia hospital 
He had retired four years ago. Sur 
viving are his widow, Ethel: 


founder of 
W holesale shoe 


Son 4, 


four 


sons, seven grandchildren, a 


brother and a sister. 
NATHAN FEINSTEIN, 


owner and operator of several shoe 


69, 
stores on Chicago's southeast side 
until his retirement nine years ago, 


died May 1. 


MAX KUZNITZ, 73, founder of a 
shoe chain with stores in Rahway, 
Metuchen and Linden, N. J., died 
May 8 after a short illness. 


Boot and Shoe Recorder 





About Shoe People 


Thomas B. Hess, great-grandson 
of the founder of Hess Shoes, Bal- 
timore retail firm, 
vice-president and assistant secre- 
He serving 
ordinator of advertising, 


has been elected 


has been as co- 
of 
supervisor of 
branches. Ned G. Hess 
was elected chairman of the board, 
George B. Hess is 
and treasurer. Other 
Dorothy H. Friend, 


A. Regina Burness, assistant trea- 


tary. 
buyer 
and 


women's shoes 


suburban 
and president 
officers are 
secretary, and 
surer. 
7. os . 

Gaillard has been 
vice-president and 
manager of Patton-Tilman & 
Inc., Greenville, S. C., 


specializes in shoes for the 


Ernest 
moted to 
eral 


pro- 
pro 


yen- 


which 
family 


Bruce, 


and women’s ready-to-wear and ac- 
Mr 
company for 
a . . 


Gaillard has been 


cessories 
with the 20 years. 
W. Maxey 


man of 


Jarman, board chair- 
Inc., 
co-chairman of the 61st anniversary 
of the National Jewish Hos- 


at Denver. a free- 


Cenesco, is serving as 
dinner 


care, non- 


Durable plastic 
foom rubber 

possage of air 
thock absorber 


the foot 


cool walking 


ily cleaned 


Ladies’ 3-10 
$4.60 Dz. Prs. 


e 





WRITE FOR COMPLETE CATALOG 
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SPUN FOAM 
with Accelerated BREATHING ACTION 


perforated to allow free 
designed to act like oa 


chambers act with every movement of 
to give 
Designed to 
rritations of wrinkling or tearing 
Get the maximum comfort 
by using Scott Spun Foam Insole 
Pockaged for Peg-Boord Dispiey 
Counter Coses also ovoila 


STOCK WO. 702 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


for 
tuberculosis, 


treatment and 
asthma 


sectarian center 
research in 
and other chest diseases, and heart 
surgery. Frank A. Johnson, presi- 
dent of Endicott Johnson Corpora- 
tion, is associate chairman of the 
dinner. Fred J. Diamant, president 
of Desco Shoe Corporation, and 
Ward Melville, board chairman of 
Melville Shoe Corporation, are 
members of the national manufac- 
turers committee for the event. 
- . - 

William G. Arnold, has 
named manager of the Potter 
Company's new second-floor 
fashion comfort 
department in Cincinnati, O. He 
Potter’s six years ago. 

. * e 


been 

Sho 
Wwo- 

and 


men’s casual, 


oined 


Clarence Joos, a partner in the 
Shoe Company store, Lan- 
caster, O., has retired because of ill 
health after 30 years in 
— * _ 
Kolin, 
a Portland, 
has resigned. 


Joos 
business. 


Kelly 


shaw’s, 


president of Armi- 
Ore., 
He 


retail shoe 
firm, said he had 


no future plans. 


INSOLES 


topping over quality 


Thousands of tiny air 
comfort and clean 


eliminate 
Eas 


ble 


Men's 6-13 
$52.45 Gro. Prs. 





W. S. Barrett (left), southwestern dis- 
trict supervisor for Freeman Shoe Cor- 
peration's retail division, is presented 
tape recorder by General Supervisor 
Cari E. Entringer for “outstanding re- 
tail supervisory work.” He was cited 
for workshop presentation on person- 
nel management and training. R. H. 
Thieme and J. A. McCann were award- 
ed cameras for sales increases. 


In Allied Fields... 


Joseph Kaplan, 
Tanning 
Boston, who recently 
a trip to Africa, 
that 

Mass., 


president of the 
Company, Inc., 
returned from 
a talk about 

the Ayer, 


Colonial 


gave 
continent before 
Rotary Club. 


I’ve never had so many 
They like my 


they like my style 


admirers! 
looks 
and they like the extra 


sales a good Kangaroo 


pattern adds to any fine shoe 


line. Genuine Kangaroo 
is available from 
William Amer Co. 
Surpass Leather Co. 


Ziegel, Eisman Co. 





What's New 


Folding Slippers for Mother and Daughter 


+. 


Packaged children's 
slippers are matched in 
women's sizes for 
mother - and - daughter 
promotions. Women's 
style in white is a con- 
tinuing popular number 
It has ribbed sole for 
outdcor as well as in- 
door wear. The black 
slipper has a felt sole 
» ond is intended only for 
. indoor wear. All the 


Felt 

Slipper Company, New 

York, and are made of 

Federa! Industries’ Fed- 
eron. 





Pre-Walker with Zipper 

A ZIPPERED Pre-Walker, said 
to be the only baby shoe of its kind 
on the market, has been introduced 
by Lilly Shoe Company, Inc., South 


Lilly's Zippered Pre-Walker 
Berwick, Me. The manufacturer 
says the shoe can’t be kicked off. 

A feature of its patented con- 





More Boot, More Protection 


Calf-high “Tahoe” boot with contrast- 
ing belt and buckle is constructed taller 
than the average over-the-stocking boot 
to provide better protection from snow 
and cold. Scalloped topline is added 
feature. From Alaskans by Kickerinos 
line, Hampton Corporation, Milwaukee. 
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struction is a divided sole and heel 
secured with the zipper and also by 
a snap-on tab in the back. The shoe 
is pre-laced when first tried on. 
The pre-walkers, made of soft 
lamb capeskin, come in all-white, 
white with pink plug, and white 
with blue plug in sizes 0, 1, 2 and 3. 


Packaged Slipons for Men 
“CASULATERS,”’ extremely 


flexible slipon packaged shoes for 


Packaged, foldable men's footwear as 
introduced by W. L. Douglas. 
men, have been put on the market 
by the W. L. Douglas Shoe Com- 
pany, a division of Genesco, Inc. The 
foldable packaged shoes, which come 
in see-through 
are intended to be displayed as im- 


polyethylene bags, 


pulse items, according to a company’ 


spokesman. The shoes are of 
lined glove leather and have a ce- 
mented crepe rubber sole. The 
styles are a slipon gored boot and a 
stretch-top, slipper-styled slipon. 
They come in small, medium, me- 
dium large and large sizes, the com- 
pany says. 


un- 


two 


Nameplates for the Insole 
SELF-BONDING nameplates for 
insole brand-name identification 
have been introduced to the industry 
by the W. H. Brady Company, Mil- 
waukee. The plates are sub-surface 
printed and have a tough Mylar 
surface. The plates are reputed to 
be permanent. They outlast the life 
of the shoe; they are abrasive proof, 
acid- and perspiration-proof, unlam- 
inated to prevent creep and separa- 
tion, flexible, fadeproof, unrestric- 
tive for the use of color and com- 
other types of 


parable in cost to 


identification. 


¢ Retail Sales Aids 
All-Plastic Display Tree 
For Men’s, Boys’ Shoes 

A LIGHTWEIGHT, durable plas- 


tic display tree for men’s and boys’ 
footwear is being offered to the 
trade by the C. S. Pierce Company, 
Brockton, Mass. It’s called the “20th 
Century.” 

John M. Berglund, company pres- 
ident, said the product features a 
custom black finish and contrasting 
nameplate to identify the store or 
the shoe. 

A two-part construction allows 
dealers to replace just the forepart 
to fit any style changes, thus elimi- 
nating the need for a completely 
new display tree. Another feature is 
a patented hinge and screw adjust- 
ment for length and width. 





Display for a New Line 


Eighteen-inch-high counter display stand, 

holding five shoes, is designed for new 

Oomphies Puffins line of low-price, soft, 

lightweight slippers. The line will be sold 

exclusively in shoe departments in spe- 

cially designed box. A July delivery is 
scheduled. 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


Pushing Benevolent Fund 
SOME means of promoting the 
NSTA benevolent fund available to 
all shoe travelers affiliated with the 
travelers’ association is needed, pos- 
sibly on a national rather than a re- 
gional level. This appears to be the 
consensus of many shoe travelers in- 
terviewed at some of the regional fall 
a definite need of 
salesmen so 


There is 
reaching the younger 
that their families will be protected 
in case of untimely death. 
Preceding the Dallas Fall Shoe 
Fair, the Southwestern Shoe Travel- 
ers Association employed two girls to 
pass out the applications and explain 
the fund to about 500 travelers con- 
vened prior to the opening of the 
But only several signed the 


shows. 


show. 
blanks at the time. 


New Officers in MSTA 
RESIGNATION of Don Robinson 
of Longmont, Colo., a Joyce, Inc., 
salesman, as first vice-president of 
Mountain States Shoe Travelers As- 
sociation has resulted in a shifting 
of officers and the election of Bill 


Mildren of Peters Shoe 
Company, as secretary-treasurer. 
Dan Kole, Denver, Guild Mocca- 
was from 
second to vice-president, and 
Ralph George, Arvada, Colo., Crad- 
dock-Terry 


Denver, 


sin Corporation, moved 


first 


Shoe Corporation, was 
shifted from secretary-treasurer to 
second vice-president. D. D. (Tex) 
Lindley, Town & Country 
continues as president, and Keith 
Johnson, Red Wing Shoe Company, 
remains as board chairman. The lat- 


Shoes, 


ter two men are both from Denver. 


Echoes from Regional Shows 

AN INNOVATION at the Dallas 
Fall Shoe Fair held in May was a 
Hospitality Room in the Adolphus 
Hotel, SWSTA_ headquarters, for 
the benefit of wives of visiting re- 
tailers and other women attend- 
ing the show. Coffee served 
throughout the show. Hostess was 


was 
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Send contributions to: 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


none other than a member of South- 
western Shoe Travelers Association, 
Mrs. Julia Owen Hurt, Oklahoma 
City, now retired from the road. 
o . 2 
AND what else can a salesman’s 


wife do while he’s showing his 


Keith Johnson (right), board chairman 
of Mountain States Shoe Travelers, is 
at airport as Ran Gallagher (iefti, 
operator of Randall's Shoe Store, Gree- 
ley, Colo., and Mrs. Gallagher leave on 
a three-day trip to Tucson, Ariz. They 
won if at the Mountain States show. 


a sample room? During 
the Fall Shoe Show of the Mountain 
States Shoe Travelers, Marge Sip- 
pel, wife of Howard, an Acme 
traveler, took a modeling job in the 
Tweedies salesroom, manned by Joe 
West. Marge, a 4'2B 
“With the of cold 


wares in 


J00t 


said, 


and 


size, 
water 


use 


Mrs. Vivian Anderson, Salesmen on 


foot cream applications and rest on 
a pillow from time to time, I man- 
aged to get through three days of 


” 


modeling 4B’s. 
7 . * 


Million Dollar Club 

SEVENTEEN Craddock - Terry 
Shoe Corporation salesmen who 
contributed more than $100 million 
in shoe sales to the company have 
become members of the firm’s “Mil- 
lion Dollar Club.” 

Percy N. Burton, president of the 
company, made special gift presen- 
each of the men at a 
luncheon concluding a _ four-day 
salesmen’s meeting in Lynchburg, 
Va. 

Honored were James D. Hayden, 
Sumner C. Koch, James P. Owen, 
I. H. Sachs, Roy H. Martin, Paul B. 
Shipper, Ben Kohler, William J. 
Pettit, Jr., Ellis C. Webb, Arthur G. 
Bass, Crawford H. McChesney, John 
W. North, George H. Brittain, John 
D. Owen and Alfred F. Galloway. 

Two of the group were unable to 
attend: John M. Colvin, who has re- 
tired after 43 years with the com- 
pany and now lives in Denver, and 
William A. Meyer, who was ill. 

Mr. Burton “By their out- 
standing contribution these 
men have more firmly formed the 
solid foundation on which Crad- 
dock-Terry bases its future plans 
for even greater progress.” 

More than 100 salesmen repre- 
senting the company’s six divisions 
shown the fall previews by 
John L. Stone, sales vice-president. 


tations to 


said, 


sales 


were 


Eleven of Craddock-Terry Shoe Corporation's 17 new “Million Dollar Club" mem- 


bers are shown here with their gifts. 


From left: |. H. Sachs, Sumner C. Koch, 


Ben Kohler, Ellis C. Webb, William J. Pettit, James P. Owen, John W. North, 
Crawford H. McChesney, George H. Brittain, Arthur G. Bass and John D. Owen. 
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St. Louis Manufacturers Are Busy 


ST. LOUIS—With major shows 
behind them, manufacturers are 
currently detailing production 
schedules on fall footwear. Plants 
are busy. Spokesmen from both 
large and small firms indicate that 
a comparatively solid quality and 
quantity of orders were booked 
during the shows and on road 
trips. This has helped clarify pro- 
duction schedules. 

Producers say that as they move 
through the season they are pulling 
ahead of last year’s pairage fig- 
ures. All report that they expect to 
wind up the fall season on a better 
basis than they did a year ago. 


Fall Leaders—From review of 
orders received, volume strength in 
women’s pairs will come from two 
types. First for fall is the unlined, 
on stacked heels from 8/8 up 
through 23/8. Second is detailed 
pumps with a princess look. Fa- 
vored detailing includes good re- 
sponse to pleated and _ tucked 
vamps. Although neither of these 
treatments is new for fall, both are 
anticipated to be volume sellers for 
the currently favored feminine 
look in ready-to-wear. 

Lined pumps are still ahead of 
unlined. They will stay ahead, lo- 
cal producers feel. If women’s pat- 
terns in all heel heights are con- 
sidered, however, unlined footwear 
is accounting for almost twice the 





West Coast Producers 


Complain About Imports 
LOS ANGELES — Shoe factories 
here are active. The dominant fac- 
tor in the present production is the 
casual shoe which came to the fore 
with the hot summer weather preva- 
lent since the end of March. 
Regular reorders were reported 
by most who also 
voiced complaints imports. 
Italian and oriental imports, espe- 
cially in the low end lines, are hurt- 
ing local industry because the qual- 
ity isn’t low end. Good quality, good 
styling and lower prices are hard to 


beat. 


manufacturers 
about 


68 


pairage it did for the spring sell- 
ing season. The trend to the un- 
lined shoe has not reached its peak. 
Nor has the stacked heel, manufac- 
Since the two fol- 

the 


rise 


turers observe. 
somewhat 


sales 


to- 


low 
curve, they will 
gether. 


same 


and fall 


More Handbags— Retailers have 
bought more coordinated handbags 
this than they have ever 
bought for any previous fall season. 
accounting 
for nearly 20 per cent of gross for 
upper style bracket retailers, im- 
proved handbag sales are reflecting 
retailer attempts to capture a big- 
chunk of the 


year 


Since accessories are 


ger accessory busi- 


ness. 


NE Producers Report 


Full-Time Production 


BOSTON 
manufacturers of 


New England volume 
women’s dress, 
novelty and casual shoes appear as- 
sured of close to full-time produc- 
tion until mid-July. 

PPSSA 


ceived from the sales territories cal 


orders re- 
} 
; 


orders and 
for delivery from July 15 to August 
1. Some of these delivery dates may 
met all 
will close for a one-week vacation on 
July 3. 

The 
achieved without 
spokesman 


not be because companies 


was not 
One in- 
“Nickels 
and dimes were shaved from prices; 
not enough to justify lower retail 
prices but enough to give the re- 
tailer a better markup.” 


volume 


sacrifice 


business 


dustry said, 


The price concessions have had an 
effect on the leather market. Many 
manufacturers, anticipating orders 
to come, covered their expected re- 
quirements the New York 
show and have resisting the 
tanners’ attempts to add a cent or 
two to prices. Deliveries against old 


before 
been 


orders for smooth and suede leath- 
ers in black, dark blue, the newer 
browns and some greens are keeping 
tannery shipping rooms fairly busy. 
New orders, however, are slow. 


Milwaukee Shoe Plants 


Increase Dollar Volume 


MILWAUKEE 
from shows 
trips 


Good orders 
from 


producers 


shoe and road 


have excited area 
about fall prospects. 
Most 
shipments this spring on a par with 
last Dollar volume, however, 


was up slightly 


producers report pairage 
year 
in some plants due 
to price increases. 

Recent fill-ins have increased and 
dealers are paying bills promptly. 

Men's 
slipons continue to account 
expanding share of fall 
Work and utility shoe volume began 
an upward climb after months of 


manufacturers note 
for 


orders. 


shoe 


an 


declining activity. 

Children’s shoe producers plan to 
inject stvling into their lines even 
though the basic “bread and butter” 
items will for the major 
share of the volume. 


account 


No price changes are anticipated 


firms although they have 
forced to cut on 


items to meet competition 


by shoe 


been 


particular 


New York Manufacturers 
Report Crowded Schedules 
NEW YORK 
has been at a 
Plants 
schedules 


here 
level. 
crowded 


Production 
satisfactory 
are working on 
that 


delivery of 


immediate 
New 


stores 


call for 
orders 
before 


reorders 
are wanted in the 
August. 

In women’s shoes there has been 
emphasis on black and white for im- 
mediate delivery and _ transitional 
shoes detailed in dark lustres in an- 
gold, 


and 


bronze, 


for 


tique copper, green 


bronze gunmetal delivery 
later. 

Manufacturers started fall lines 
with subdued, muted colors but have 
added bright the 


early fall lines. 


some ( olors to 


Children’s shoe factories have 
been active and there is good inter- 
est in bals, half-bals, patch saddles, 
pumps and 
straps in girls’ shoes. The boys’ lines 
will get major production out of 
high-risers, heart wing oxfords, sad- 
dles and slipons. 


pouch patterns, one- 
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Creative Administration Urged as Profit Maker 


Over 60 plant executives attended 
the second FMI. The importance 
of being “creative” in personnel 
relations, finance and marketing 


was emphasized. 


By VIRGINIA MARSHALL 

CINCINNATI—How a more crea- 
tive administration can help shoe 
manufacturers create profitable op- 
erations was the topic of an all- 
day session at the Factory Manage- 
ment Institute here May 12. 

More than 60 factory executives 
full 


as it applies to person- 


devoted a day to studying 
“creating” 
human relations, finance 


nel and 


and budgeting, marketing and 
sales. On the agenda were a series 
of seven talks by University of Cin- 
cinnati professors, a luncheon pres- 
entation by Emery Industries, Inc., 
Cincinnati, a question and answer 
forum, and a National Shoe Manu- 
facturers 


Association industrial 


relations 


Session 


Personnel Matters Stressed 
Shoe executives were told that per- 
sonnel problems deserve top atten- 
tion, since surveys show that eight 
out of every 10 resignations or fir- 
ings are direct results of personal- 
Per- 


be a 


ity factors, not ability factors. 
should 


program of 


sonnel administration 


long-range continuing 
. alue. 


should 
include personnel research, job de- 


A_ well-coordinated plan 


scriptions and instruction manu- 
special studies on personnel to 
for 


testing 


als; 


be needed produce tion periods 


ahead; and 


skills 


safety 


interviewing; 
development 
health 


and 


programs; 


and systems; em- 


ployee services fringe benefit 


plans, and wage and salary scale 


studies. 


Better Marketing Urged To- 
day's increased production has re- 
versed the World War II situation 
looked for 


the executives were reminded. Now 


when consumers shoes, 


shoemen are looking for consum- 


ers, and the answer to finding them 
around improved market- 
ing. Manufacturers were urged to 


centers 


June |, 1960 


study how, why, where, when and 
by whom their shoes, their competi- 
tors’ shoes, and substitute footwear 
are sold, bought and worn. 

The University of Cincinnati 
professors recommended market 
research for every shoe manufac- 
turer. The consumer should be king 
of all studies, they said. 


Open-Mindedness 
creating good 


The key to 
administration is 


One the dis- 
cussion of creative budgeting was 
that of allowing the lower echelon 
executives to participate in budget- 
ing. 


point stressed in 


Communication 
administration rank- 
and-file employees was stressed by 
each professor. Many executives 
fail to communicate with their 
staffs, therefore fail to motivate 


Communicate! 


between and 


Speckers at the Factory Management Institute included (left to right): James M. 

Chisholm, general manager of Sanitone division, Emery Industries, inc., Cincinnati; 

Dr. Kenneth Wilson, dean of the College of Business Administration, University 

of Cincinnati; Dr. Clarence G. Avery, a professor; A. H. Jordon, sales promotion 

manager for Emery Industries; and Dr. Clair E. Hubert, Clark L. Aumend and Dr. 
Henry G. Baker, all professors at the university. 


open-mindedness, the executives 
told, the 
mony - piracy -pugnacity-peculation” 


were replacing “parsi- 
tactics of a few decades ago. Meth- 
ods analysis was fanfared for cut- 
For small 
and medium-sized producers, reluc- 
tant to afford hiring an industrial 
specialist, outside help is not al- 


ting production costs. 


ways imperative. Management can 
conduct studies using its own staff 
results. 

have to sell 


and achieve valuable 


But manufacturers 
their workers on the benefits of 
working “smarter,” not “harder.” 
Factory personnel may resent mo- 


tion studies. Progress should stay 
on a step-by-step basis until the 
workers themselves understand 


and accept the changes. 


them to their best efforts. 


The FMI 
management instituted 
last vear as part of the NSMA Fac- 
Management 
repeated this year by 


Second Year for FMI 
course Was 


tory Conference and 
popular de- 


mand. 


Executives interviewed consid- 
ered the day a shot in the arm to 
stimulate thinking 
Several that future 
courses of this type include ques- 
tion and answer periods with shoe- 
men divided into smaller groups 
ideally, 10 to 15 men plus one spe- 
cialist or panelist. Executives said 
that small groupings would let 
them pinpoint specific problems, 
avoid generalities. 


administrative 
suggested 
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It's Hard to Tell from Leather: 


Du Pont Unveils Experimental Upper 


4 small group of manufacturers 
at Cincinnati material 
which is expected to affect the 
industry profoundly. It may be 
in use within five years. 


saw a 


CINCINNATI — One of the most 
significant recent events for the shoe 
industry was the unveiling at the 
North American Factory Manage- 
ment Conference, before a small 
selected group, of a new man-made 
shoe upper material by Du Pont. Ex- 
perienced shoemen had difficulty dis- 
tinguishing the material from real 
leather. 

There is also much trade interest 
in “reconstituted leather,” a material 
that both Armour Leather Company 
and the United Shoe Machinery Cor- 
poration have in experimental stages. 


A Price Stabilizer? — Although 
the commercial] launching time and 
the current status of development 
of the Du Pont upper material are 


secret topics, there is speculation 
that the material will be used 
within five years. It’s expected that 
this upper material will spark in- 
creased automation and will stabil- 
ize shoe prices. 
Shown to the 
Cincinnati were shoes made up with 
the material. Even though Du Pont’s 
material is a synthetic, it has poros- 
ity equal to or better than that of 
leather. It is extraordinarily strong 
even in the lightest weights; it is 
washable; it comes in all 
finishes and textures; it has high 
wear value and it is scuff and stain- 


limited group at 


colors, 


proof. 


Competition Likely — Behind the 
development are years of research 
and multiple billions of dollars and 
ahead is more research. When it 
hits the commercial market, other 
large corporations are expected to 
push for similar materials that can 
vie for a share of the $1 billion shoe 





Changing Materials Called Key to New Era 


NEW YORK — New families of 
shoe materials, together with im- 


provements in conventional mate- 
rials, promise a new era in the 
styling, construction and perform- 
ance values of footwear. So say 
officials of the Allied Shoe Products 
Show. 

A number of these new and im- 
proved materials will debut at the 
Allied Show in New York’s Shera- 
ton-Atlantic Hotel June 20-23. 

The show’s general chairman, 
Fred N. Phillips, president of Phil- 
lips-Premier Corporation, says ma- 
terial developments “may well spark 
a substantial rise in per-capita shoe 


consumption from the present 3.5 


pairs to 4.” 

Developments Cited — New syn- 
thetic upper materials such as Du 
Pont’s “leather alternate” are ex- 
pected to have significant impact 
on the shoe industry, Mr. Phillips 
notes. 


“Meanwhile,” he adds, “some re- 


markable new developments are tak- 
ing place in conventional synthetic 
shoe materials, such as the techni- 
cal and styling advances in coated 
fabrics as well as ordinary shoe 
fabrics.” 

Leather 
changes motivated by competition 
While “reconstituted leather” is 
still some distance from commercial 
reality, Mr. Phillips says, ordinary 
leathers are being given new 
tures and properties. 


Benefits for Industry Allied 
Show spokesmen say that achieve- 
ment of uniformity in shoe materi- 
als not only will give strong impetus 
to automation but will produce big 
savings in cutting, eliminating 
costly waste of materials. Easier, 
faster and smoother lasting will 
enable shoes to look, fit and feel 
better. And with less dependence 
on by-product raw materials would 
come greater stability of shoe 
prices. 


too, is undergoing 


fea- 


upper (including linings) market. 
In the race to develop “reconsti- 
tuted leather” both Armour and 
United are at about the same spot. 
United has begun pre - pilot - plant 
and socklin- 
al- 


development studies, 
ings and hat 
ready successfully 


tests. 


sweatbands have 


passed wear 


“Stronger and Cheaper’—Ad- 
for the material 
“reconstituted leather” will 
thickness, thinness or 
rolls of 


vance 
claim 
come in any 
weight; in 
width, will be uniform in 
quality throughout. And it 
stronger and cheaper than today’s 
leather, as well as scuff-proof and 
capable of taking full color absorp- 


promises 


endless any 


and 
will be 


tion. 

What do the new materials mean? 
They mean styling and new 
functional merchandising features. 
They mean machinery and 
equipment, 
construction and new plant layouts. 
The materials will bring changes in 
labor and labor costs, purchasing, 
inventories and production schedul- 
ing. 


new 


new 


new methods of shoe 


Cement Process Continues 
ry . . . >. ve 
lo Gain with Men’s Firms 
CINCINNATI An upsurge in 
production of men's cement shoes is 
continuing, according to reports 
from manufacturers at the Factory 
Management Conference 
they either were considering increas- 


Many said 


ing their production of these shoes, 
or planning to add this process to 
others now in use. 
About 30 million pairs a year, or 
30 per cent of total men’s shoe out- 
put, is now being made by the cement 
process. The method is used mainly 
for dress 
small though rising portion of work 
shoes is being made in this way. 
sehind the trend to the 
process is the switchover in recent 
years to the lighter, flexible, narrow- 
edge-sole continental-type footwear. 


and casual types, but a 


cement 
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Genesco, Inc., Organizes 
— Board of Governors 


SHVILLE, TENN. —- Maxey 
Pr chairman of Genesco, Inc., 
announced formation of a board of 
governors of Genesco. This board is 
composed of “key operating people 
of the company,” including all active 
members of the board of directors. 

The new board will meet quar- 
terly, sometimes in Nashville and 
sometimes elsewhere. 

Members of the board of gover- 
nors are Howard D. Baldridge, 
Harry A. Bass, William M. Blackie, 
C. Edward Brittain, Sam A. Bu- 
chanan, Candler W. Butler, H. Nel- 
Carmichael, Noble C. Caudill, 
Cook, Edward W. 


son 
Charles W. 


Challenge of Imports Illustrated at NAFMC 


CINCINNATI—U. S. shoe manu- 
facturers got a close-up look at 
their foreign-made competition 
during the North American Fac- 
tory Management Conference. 

To acquaint manufacturers with 
the quality and relative prices of 
imported shoes, more than 100 
pairs of these—from rubber boots 
to infants’ shoes — were displayed 
at the Netherland-Hilton. In show- 
ing them, NSMA sought “to en- 
courage American manufacturers 
to examine the possibilities for 
producing competitive footwear in 
America to meet the growing 
threat of imports.” 

While many of the samples were 


at the exhibit were Abe Berkowitz, 
chairman of NSMA’s Committee on 
Shoe Imports and president of 
Songo Shoe Company, and Iver M. 
Olson, NSMA’s director of market- 
ing and research. 

Mr. Berkowitz sounded a warn- 
ing that “anyone in any branch of 
the shoe industry from shoe sup- 
plier to tanner, from shoe manu- 
facturer to retailer, who thinks a 
bite isn’t being taken out of his 
business by these imports, is really 
naive and misled. The present fig- 
ures are startling enough, but 
those in prospect over the immedi- 
ate years ahead threaten to be ap- 
palling,” he declared. 


Graham, Jr., Irvin Greif, Sr., Wal- 
ter Hoving, J. Owen Howell. 

Also, W. Maxey Jarman, I. M. 
Kay, Sigmund W. Kunstadter, Joe 
B. Long, C. Wilbon Marlin, Bernard 
E. Reed, Sherman E. Rose, Parks C. 
Clovis P. Saunders, James 
P. Saunders, Ralph H. Stollmack, 
Houghton D. Vaughn, Eli G. White, 
Madison S. Wigginton, Otis C. Wil- 
liams, Ben H. Willingham and 
E. DeVaughn Woods. 


classified as “cheap,” trade ob- 


; : Five-Year Increase — Last year, 
servers found the selection surpris- Mr. Berkowits said, seme 23 millicn 
ingly good in Spypenrance and re- pairs of leather shoes came into the 
markably low in price when ‘mea- U. S. three times over the level 
sured against comparable U. S- o¢ five years ago. Rubber footwear 
made shoes. imports amounted to 55 million 
pairs last year, up from 1 million 
1955. 

For 1960, Mr. Berkowitz added, 
leather footwear imports are esti- 
mated to reach 35 million pairs. 


Runyon, 

Comparative Prices Quoted— 
Each import identified by a in 
tag showing both the shoe’s price 
and the price of its American or 
In attendance 


was 


Canadian equivalent. 
at 


Be 


PROGRESSIVE LEADERSHIP 


.IN BASIC FOOTWEAR 


EQUINO- 
VARUS Roto-Lok disc 
inserted in bot- 
| tom of shoe... 
allows more 
accurate set- 
ting, is located 

»’ in proper spot, 
| reduces over- 
all cost of shoe 
and brace. In- 
terchangeable 
with Fillaver 
Night Split. 


Wide 000 to 4 


Narrow 0000 to 4 Both carried 


in stock. 


& 


Sh ESUs 
EQUINO-VARUS 


SURGICAL 


Meets the need of a 
matching shoe where 
only one foot requires 
the Equino-Varus shoe. 
Made on straight last. 


Medium 000 to 4 


The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
exact position the physician has obtained. 
Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 
point desired. 


tr at OFF 
ADE MARK Ree use” 





by R. J. Potvin Shoe Co., Brockton, Mass. 


1960 71 


June |, 





Salesmen ¢ Suppliers 





Brown’s Air Step Brand Is 25 Years Old 


Joining in Air Step anniversary fete are {left to right) Willard F. Barber, Jr., 

division's general manager; Clark R. Gambie, president of Brown Shoe; Mrs. 

Miriam Duncan, assistant to stylist; Howard Legg, soles representative, and 

Lowis J. Schaefer, vice-president, sales. Mrs. Duncan and Mr. Legg both were 
honored for a quarter-century of service with Air Step. 

ST. LOUIS—Brown Shoe 
pany’s Air Step brand of 
shoes, produced and distributed by president in charge of 
the Air Step has J. Schaefer. They recalled that back 
celebrated its 25th anniversary. in 1935, when the line debuted, the 

Speaking at a St. Louis birthday idea of giving a woman an air-cell 


Com- observance Brown's 


women’s 


were presi- 


dent, Clark R. Gamble, and its vice- 
sales, Louis 


6 wm? 
irm s 


division, 





Sales Message on Blocks Wins Award for Tanner 


This display of oversize children's blocks, prepared by A. C. Lawrence Leather 
Company to show “how fell stacks up,"" has received an award from the National 
Visual Presentation Association and the Sales Executives Club of New York 
for “outstanding achievement in the development and use of a visual presenta- 
tion which reflected the highest principles of effective communication.” Each 
pyramid is devoted to one leather line. The blocks in the stack show old and 
new colors and relate the leather and colors to the ready-to-wear picture. Mrs. 
Dorothy Anderson, Lawrence fashion director, and Miss Doris Weston, merchan- 
dising consultant, executed the block presentation. 


cushion for foot comfort 


unique in the industry. 


was 


Set—-An 
competition 


anniver- 
has 
announced to the Air Step sales 
force. Company officials think the 
brand’s sales will reach a new high 
An 
line of 
casuals 
the 


Sales Contest 


sary sales been 


by year’s end. extensive new 


low-heel and 


has 
name 


anniversary 
walking-heel 
troduced 
dems.” 


been in- 
under “Tan- 

Honors for Long-Timers In 
marking the Air 
Step’s general manager, Willard F 


anniversary, 


Barber, Jr., presented two 25-year 
of his organization 
tokens. Mrs. 
Duncan, assistant to Air Step styl 
ist W. W. 


leaf pin set with diamonds 


members with 


recognition Miriam 


Meyer, received a gold 
Howard Legg, only salesman stil! 
force, 

He 


including 


remaining from the original 
wristwatch 


Illinois 


gold 
Northern 


received a 
covers 


part of Chicago 


U.S. Shoe to Diversify 
As Producer of Adhesives 
CINCINNATI 


Shoe Corporation is 


United States 

branching 

of adhesives and re 
This is the 


diversification 


as a producer 
lated 


pany’s 


produc ts 
first 


com 
move 


beyond the shoe industry, and 


Chairman Joseph S. Stern, Sr., said 


it will “form a solid base for fur 


ther such moves.” 
U S Shoe's 


directors have au 


thorized the spending of $250,000 


project Already the 
a 15,000-square-foot 
pro 
begin ir 


ir 


plant plus storage and 


S¢ hed iled to 


space, 
duction 
three to 

Mr the 


plans to use about 15 


six months 


Stern said company 


per cent of 
its adhesive production and sell the 
Eventually 


would be 


one-third of sales 
the 


industries 


rest. 


to the shoe industry, 
other 
After five years U.S 


a volume of $1.5 


remainder to 
Shoe expec tw 
million annually 
for the new plant 
NSMA Directors’ Meeting 
CINCINNATI The National 
Shoe Manufact Association's 
annual meeting for 1961 
will be held at the Palm Beach Bilt 
Fla., March 1 to3 


irers 
directors’ 


more, Palm Beach, 
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Clapp to Make Gauntlet 
And Matrix Lines for Men 
EAST WEYMOUTH, MASS.— 
The Matrix and Gauntlet lines of 
men’s shoes, manufactured until 
now by the Milford Shoe Company, 
Milford, Mass., are now to be made 


PAUL ©. MacBRIDE EDWIN C. LINCOLN 


Edwin Clapp & Son, Inc. 
Clapp’s acquisition of these two 


here by 


lines was announced jointly by Paul 
O. MacBride, president of Milford, 
and Edwin C. Lincoln, 
of Clapp. Mr. MacBride 
appointed a member of the Clapp 
board of directors. 

The Milford Shoe Company, it is 
will continue to 
under Mr. MacBride's 
making the _ established 
lines. The addition of the Matrix 
and Gauntlet the Edwin 
Clapp company a 


the 


president 


has been 


stressed, operate 
leadership, 


Milford 


lines to 
that 
offer 


line gives 


wider selection to retail 


trade. 


Boston Golf Tournament 


June 7 May Attract 250 
BOSTON—More than 250 partici- 
pants are expected for the Boston 
Boot and Shoe Club’s Frank C. Don- 
ovan Memorial Golf Tournament, 
Tuesday, June 7, at the Wollaston 
(Mass.) Golf Club. 
Francis L. Shea, 
golf committee 
‘hairman and 
president of 
bour Welting Com- 
pany, Brockton, 
Mass., said 


Bar- 


prizes 
will be awarded in 
three divisions of 
play: shoes, leath- 
er and allied trades. 
There will be a 
buffet luncheon. 

Maxwell Field is secretary of the 
golf committee. 


FRANCIS L. SHEA 


1960 


June |, 


Midwest Travelers’ Outing 

CHICAGO — The Midwest Shoe 
Travelers’ Association’s 11th annual 
golf outing and dinner dance is set 
for July 19 at the Itasca Country 
Club, Itasca, Ill. After a day of golf, 
dinner will be served at 6:45 p.m. 
with dancing starting at 9. 


‘Antique Bronze’ Display 
Contest Set by Freeman 

BELOIT, WIS. 
Corporation will 
tique Bronze color 


Shoe 
An- 


a new shade of 


Freeman 
promote its 


may sell the 


of children’s 


brown for fall—with a window dis- 
play contest among retail accounts. 

To enter, a merchant must trim a 
store window, using Freeman shoes 
and the Antique Bronze theme, be- 
tween September 1 and November 
30. He may use Freeman’s own dis- 
play material or other material from 
Then by December 1, 
the retailer is required to submit an 
8 x 10-inch black and white photo- 
graph of the window display. 


local sources. 


The grand prize winner will be 
The 
ner-up will get a trip to Mexico. 


awarded a trip to Italy. run- 


1** pair 


shoes-— 


but it takes 


uality 


and your own private 


brand name to bring 


customers back... 


ana back again 


Write for Catalog 


SHOE COMPANY 
EPHRATA 


New York City, Marbridge Building, Room 635 





Sales Management Methods to Be Clinic Topic 


NEW YORK—Manufacturers and 
their sales executives will get a 
chance to measure the effectiveness 
of their sales management practices 
against those of other companies at 
a workshop session of the National 
Shoe Manufacturers Association's 
Merchandising Clinic. 

The clinic will be held June 21-22 
at the Statler-Hilton Hotel, New 
York, during the Shoe Resources 
Market Week. A workshop on the 
theme, “How Do We Strengthen 
Our Marketing Team?” is set for 
2 p.m. on opening day. Sales man- 
agement techniques successfully 
used in consumer industries will be 
examined and compared with those 
of the shoe industry. 

Opening the three-hour session 
will be a report on the shoe indus- 
try’s sales management practices by 
Iver M. Olson, NSMA director of 
marketing and research. Later, Rob- 
ert Cortelyou and Carl Smalheer, 
both of Robert Heller & Associates, 
Cleveland, management and market- 
ing consultants, will discuss “How 
to Audit and Upgrade Your Sales 


Management Practices.” 

Among the more vital problems to 
be aired will be the value of straight 
commission as an incentive, pitfalls 
in changing compensation from 
straight commission to other types, 
pay plans to satisfy both manage- 
ment and salesmen, how to set real- 
istic sales quotas, how to forecast 
sales, and how to prepare and effec- 
tively use printed sales materials. 


Beckerman Sells Factory 
That It Said Would Reopen 

NEW YORK—M. Beckerman & 
Sons, Inc., which in April denied 
any intention of selling its Boyer- 
town, Pa., factory and announced 
plans to reopen it in July, reported 
in mid-May that the plant had been 
sold. 

The company has expanded its 
Reading, Pa., plant and _ shifted 
production there, according to Max 
Beckerman, president. He said the 
plant will manufacture 100 
of Compo-process children’s 
per day and 150 


cases 
shoes 


cases of stitch- 


Wherever — however you use fibre board, meet 


your needs with the specialized products of 


National Shoe Board Conference members. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 


down-process children’s shoes. 
With a single plant, the firm will 
be able to combine orders for the 
two processes and make a single 
shipment, Mr. Beckerman said. 
According to his announcement, 
the company’s buildings at Boyer- 
town were sold to the Bernard 
Corporation, which will lease them 
to the Wenton Shoe Manufacturing 
Company, Inc., of Kutztown, Pa. 


Gro-Rite Eyes 2000-Pair 
Daily Output in 9 Months 
MT. GILEAD, N, C.—The newly 
established Gro-Rite Shoe Company, 
maker of vulcanized children’s shoes, 
is aiming at 2000-pair-a-day output 
within nine months. Production has 
begun at the rate of 500 pairs daily. 
Branson McCrae, president of the 
new firm, has assigned the following 
Gilbert 
Eastern Pennsylvania and New Jer- 
Tedder, Western 
Ohio; James 
York and New En- 
Washing- 


sales territories: Smugar, 


sey; Thaddeus 
Pennsylvania and 
Mashburn, New 
Herb Boehm, 
Virginia, Maryland and 


gland, and 
ton, D. C., 


Delaware. 


A BETTER FIT FOR 
MORE CUSTOMERS 


with l 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 
YOU ... 


Tingley Rubber Footwear is stocked 
for you by a neorby distributor. 


TINGLEY 


RUBBER CORPORATION 
RES ORES 
RAHWAY, NEW JERSEY « Established 1896 


WELLCO SHOE CORP. Waynesville, North Carolina 
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Where to Buy 








JOBS 


JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 











BOX HANDLERS 





MERCHANTS’ NEEDS 





LONG ARM* 


The of fecumert bees Mamata 


PICK 
YOURSELF 
UP 


and order LONG Arms 
before you fall off that 
stool again. LONG 
ARMS reach the 
high for you 
and the empties upside down. LONG 
ARMS with hondies 24°. 146". 48° and 60°’, $3.95; 
with 72° handles, $4.95. Postpaid in USA. Satis 
faction quoronteed. Specify handle length ond 
if for men's of women's boxes. Your jobber or 


CARL BEEMAN 
Heights Rd 





shelves 
return 


Cedor Stamford, Conn 


Stetson Shoe Introduces 
Dress Casual Promotion 


LOUIS—A new “Strop Leath- 
promotion introduced to 
the trade by Stetson Shoe Company. 


ST 
er” was 

The promotion features func- 
tional to retail at 
$23.95. Three patterns are included, 
i slipon, a strap slipon, and a mid- 
high stadium boot. The handsewn 
footwear will fanfared by na- 
tional advertising in the fall. 


dress casuals 


be 


Leather” is a 
veal, a European import. 


“Strop 


It carries 


no shine, has a “drag” to the feel, | 
and gives a new masculine look to | 


the men’s casuals. 


Weinbrenner to Produce 
‘Process 82° Footwear 
WAYNESVILLE, N. C.—Ro- 
Inc., division of Wellco 
Shoe Corporation, has licensed the 
Albert H. Weinbrenner Company of 
Milwaukee to manufacture “Proc- 


Search, 


June |, 1960 


fat-rich | 


t’/v 
wep? 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ed clipping service and special 
short term trial offer. 

Name 


Company 
City 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


ess 82” footwear using Ro-Search 
patents. 
shoe vulcanizing method developed 
by Ro-Search. 

David Ling, vice-president of Ro- 
Search, said Weinbrenner will also 
be equipped to make its own rub- 


Process 82 is a patented 


| 
| 
| 
j 
} 


| 
| 
| 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 
Quality shoes since '3? £ 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 4S Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fedtmens 
MOSINGER-COHN 


1235 Washington. St 








MA 1-3363 





ber compounds. Training of Wein- 
brenner supervisory personnel will 
be carried on under the guidance 
of senior technicians from Ro- 
Search. 
Production 
pairs a day. 


will start at 1000 





Personnel 





RICHARD S. MAGEE 
in Realty Post 


Elected... 


Richard S. Magee, vice-president 
of Melville Realty Company, Inc., 
New York, real estate division of 
Melville Shoe Corporation. 

Robert G. Rashid, a director of 
Ripon Knitting Works, Ripon, Wis. 
He remains sales manager. 


THOMAS D. PERKINS 
Sales Executive 


Promoted... 
Thomas D. Perkins, 


representative to assistant sales 
manager of American Gentleman 
division, Craddock-Terry Shoe Cor- 
poration, Lynchburg, Va. 


from sales 


Appointed... 


Francis D. Dolan, eastern re- 
gional manager, and Raymond A. 
Klock, western regional manager in 
the Family Stores division of Endi- 
cott Johnson Corporation, Endicott, 
N. Y. Mr. Dolan is responsible for 
some 185 stores from Maine to Del- 
aware and as far west as Western 
Pennsylvania. Mr. Klock has re- 
sponsibility for an equal number of 
units from Delaware to South Car- 
olina, east of the Mississippi. 

Miss Doris Weston, fashion crea- 
tive advisor on women’s and chil- 
dren’s shoes for Endicott Johnson 
Corporation. Miss Weston is also 
fashion director of the Popular 
Price Shoe Show of America. 

Paul Ballenger and Robert Noel, 
Jr., sales representatives for E. E. 
Taylor Corporation, Freeport, Me., 
with both traveling Alabama, Flor- 
ida, Georgia, Mississippi and Lou- 
isiana. Mr. Ballenger will] carry the 
3ritish Walkers and Cole Haan 
lines. Mr. Noel will sell the Taylor- 
Made line. 

Mrs. Florence Gronvold, sales 


FRANCIS D. DOLAN 
Appointed by EJ 


RAYMOND A. KLOCK 
Also Nomed by EJ 


for R. J. Potvin 
Shoe Company, Brockton, Mass., 
covering Ohio, Michigan, Kentucky 
and Indiana. She was 
with American Juniors. 

James A. Parks, sales representa- 
for the American Gentleman 
division, Craddock-Terry Shoe Cor- 
poration, Lynchburg, Va., covering 
Ohio, Indiana and Michigan. He 
succeeds Thomas D. Perkins, who 
was promoted. 

J. Ralph George, sales represent- 
ative for Craddock-Terry’s Natura! 
Bridge division, covering the Moun- 
tain States, with Denver as head- 
quarters. He succeeds John M. Col- 
vin, who retired after 43 years’ 
service with the company. 

Stephen 
control 


representative 


previously 


tive 


Grossman, production 
coordinator and customer 
relations director for Altman Bros 
Shoe Mfg. Company, Cincinnati. 

Ed Bankemper, sales representa- 
tive for Altman Shoe Mfg. 
Company, covering Eastern Michi- 
gan, Indiana, Ohio, Western Penn- 
sylvania and West Virginia. He 
takes over this area from Bob AIlt- 
man, who will assume other duties. 

Robert Dawson, sales representa- 
tive for Fashion - Bilt Shoe, Inc., 
Pontiac, Ill., in the Southeast. 

David Kogen, 
tive for Propr-Bilt 
Brown Shoe Company, St. Louis, 
traveling New England and New 
York State in addition to other ter- 
ritory he has already been cover- 
ing. He succeeds Gerald Comple, 
who resigned. 

J. W. Cole, sales representative 
for Buster Brown division of 
Brown Shoe Company, St. Louis, 
covering parts of Kentucky, Ohio, 
Maryland, Virginia and West Vir- 
ginia. 


3ros. 


sales 


representa- 
division, 


DORIS WESTON 
Fashion Advisor 


BURTON LESLIE 
General Supt. 


George Rogers, sales representa- 
tive for Vogue Shoe, Inc., 
California, Nevada, Arizona, 
Mexico and EI! Paso, Tex. 

Burton Leslie, general superin- 
tendent of W. L. Kreider’s 
Manufacturing Company, Inc., Pal- 
Pa. His 
quality and production control. 

William C. Mooney, 
manager of 


covering 
New 


Sons 


myra, duties will include 
assistant 

the 
of 


Leather Company, Sheboygan, Wis 


general Upper 


Leather division Armour 
This is a newly created post 
Charles F. Ulrich, 
sentative for Witch City Leathers, 
Mass. He 
Marvland 


sales repre- 


Inc., Salem, will cover 


Pennsylvania, and Vir- 
ginia. 

Peter L. DePesa, director of field 
technical services, production and 
methods for International Shoe Ma- 
chine Corporation, Boston. 

Frederick R. Rawlings, 
manager of the shoe industries divi- 
sion of Markem Machine Company, 
Keene, N. H. 

Stanley Eisbart, sales represent- 
for A. J. Bergren Company, 
Chicago jobber, covering Chicago's 
Loop. 

Monroe G. Faust, assistant vice- 
president of William Iselin & Com- 
pany, Inc., New York factoring 
firm. He is in charge of new 
ness development in the New 


sales 


ative 


busi- 
York 


area. 


Retiring... 


Kris Koch, from Converse Rub- 
ber Company, Malden, Mass., after 
35 years’ service. He has been New 
York manager. Harry Tait, who 
travels Massachusetts, Rhode 
Island and Western New York, suc- 
ceeds him. 
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Classified and Want Ads 





FOR SALE 








FOR SALE 


preter: PRICE tage SHOE STORE 
be shed business; Kast Tennessee Will requir 
$15,500. cast mid get inventory down som A 1 
lveation; G r (hoo Aume Owne er has 

ther niere for man and wife 
An inti timation to qualifie 

Reply to “~~ 731, BOOT & BHOE RECORDER 

Chestnut & 56th Streets, Philadelphia 39. Pa 











FOR SALE: FAMILY SHOE pl sage IN 
CENTRAI head Jogger } iles from 
New ork Cat Only store in t wn ct 

population Hig ly ww du 
is vod I 


(CHILDREN 
AIRCONDITIO 


"RICH FAMIL' 
t O; nity for 


tore (ood Lease, Rea 


ation contac 1 
Broad Street, New 





HELP WANTED 





HIGH GRAD! WOMEN'S FOOTWEAR 
{ANUFACTURER interested sec er 


HIGH GRADE “WOMEN’S FOOTWI 
See ch eee in ted j i 





POSITION WANTED 








CONSTRUCTION EXECUTIVE—STORE FRONT, 
inveRion & DISPLAY a 

Pacelient backs ind in store plenat ne and ¢ 
atructio# te including lecur bas 
fisplay thorough knowles +e aarti = an 4 neg 
tating of cor ast = bul lee Over y 
diversified experi 
panding and progr gan 
salary in medium 5 eae range; will relocate 


Reply te BOX 730, BOOT and SHOE RECORDER 








Chestnut & 56th Streets, Philadeiphia 39, Pa. 





June |, 1960 


WANTED TO PURCHASE 
CASH 


TOP. PRICES 


* SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast se- 
tien . . . quality men’s, 
women's and children’s shoes. 


a? Stee FOR OVER 45 YEARS 


MOSINGER-COHN 


Ma 1|-3363 


(formerty Broitman-Gaffin) 
146 DUANE STREET 
NEW YORK 13, N. ¥ 
BE 3-7290 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS ¢ 
COMPLETE SHOE STOCKS 

LEASES ASSUMED 5 

YOUR NAME PROTECTED 





B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y 
Max L. Meltrer, Pres. ivanhoe 1-9630 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 





Union City, N. J. UNion 3-6413 


Pnone or Wire Collect 














BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 
ca A ie j S$ surplus men's, women's and children's shoes. 
Also complete stores considered 
SANOELLATION SneES Jobs le Pine Shoes From Fine Soerces Since 1931 
19-81 Reade St. « 


New York 7, K 1. © Tek WOrth 2-5180 








Classified and Want Ads 








WANTED TO PURCHASE 


SALESMEN WANTED 





FIRST CALL... 


We're always ready to BUY your e E D DY 


* COMPLETE STOCKS * CLOSE-OUTS 
* CANCELLATIONS 
GET TOP DOLLAR * SPOT CASH 


EDDY SHOE CO. 
Always Reliable 


132 WN. 4th St. 
Phila. 6. Pa. 


Phone or Write 
WA 5-9533 or WA 5-3927 





KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 














WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’dway New York City 
Tel. Beekman 3-0141-2 








Write or Phone 


' — WaAlnut 6&-2062 

WANTED: HIGH STYLE SHOE STORI 

thern California Center of 60 Store N 
n Center LORD, 6744 Mag 
e, Riverside, California 


120 No. 4th St. 





SALESMEN 
WANTED FOR THE 
FOLLOWING 
TERRITORIES: 


PENNSYLVANIA 
NEW JERSEY 
NEW YORK 
MIDDLE WEST 
AND THE COAST 
to sell a fast line of Child's, Wom- 
en's, Boys’ and Men's Shoes made 
in Japan. Volume trade only on a 
commission basis. State experi- 


ence, references in first letter. All 
replies held confidential. 


Reply te Bex 729, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadeiphia 39, Pa 














CAMITTA SHOE CO. 
Phila. 6, Po. | 











SALESMEN WANTED SALESMEN WANTED 











THOMAS SHOES FOR MEN OUTSTANDING PROPOSITION FOR ME 
sell Nationa 


Nationally Advertised in EBONY—PLAYBOY 
Magazines. immediate openings in these 
territories: Missouri, So. Iilinois: Louisiane 
Mississippi; Texas; California; Washington 
Oregon. Enclose photo, resume, references to 


WITH ROAD EXPERIENCE t 
ly Known In-Stock Line of ¥ 
ws and Work items it 

r replies 


xas, Oklahoma, Virginia 
th and South Ca 





BRILLIANT BROTHERS COMPANY, Boston 11, Mass. ena. Reply to Box 732, Boor au Suoz Racos 


| estnut & S6th Sts.. Philadelphia 29, Pa 





In-S I fen’ Fast Se 


Available territorie 





Salesmen 


Shoe Manufacturer's Distributor with Exclusive direct distribution 
for several Italian Men's Factories in the popular priced field— 
Seek aggressive salesmen to carry about 50 fast selling proven 
styles. 


Territories Open 


* New York City 
* New Jersey 





¢ Texas 
¢ Louisiana 


Reply in confidence—to Box 734, BOOT and SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Pa. 


Men’s Italian Shoes 


Commission Basis 


¢ Oklahoma 
¢ California 


SALESMAN WANTED TO 


DREN'S Califor: Style P 
pers as ‘ ¢ ’ H 


R 


) TRAVEI 

pT Alaba 

. ‘ k MODERN 

PAN Wa het Ave 
SALESMEN WANTED OUR BENS 
SION PROGRAM REQUIRES MORE M 


SIDELINE SALESMEN WTD. 
SIDELINE SALESMAN WANTED ¢ 
a» Beautif ne of Italian M Shows 


St Ph 








oO 
This is 
re 
Ret 
apra, 
», Pa 





square feet 
| Urban Red 








FOR RENT 


LAWRENCE MASS 
WORTH STORE, Available 





1 Shoe Store. with r 
nditione 


Morton's 
pment Progran 


plenty of parking and enhance th 


Write for Brochure 


mendousl 
| REALTY TRUST, 93 First Stree 
Mase r . 


call ASpinwall 7-8 
7.0010 
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Acme Boot Company, Inc. .... 24 
Adams Brothers, Inc. 
Alden, C. H., Shoe Company 


American Chair Company 


B & R Shoe Co. 

Baris Shoe Co. 

Bass, G. H., & Co. 
Bata Shoe Company 
Berned Shoe Company 
Blue Star Shoes, Inc. 
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Danskin, Inc. 


Douglas Shoe Company 


Eby Shoe Corporation ... 6 
Eddy Shoe Company 78 
Edwards, Vincent & Co. 75 
Endicott Johnson Corporation. 26 
Ephrata Shoe Company 

Federal Industries Third Cover 
Foot-So-Port Co. . ee 


Freeman Shoe Corp. 


Gaffin, Seth, Shoe Co. 

Gardiner Shoe Co., Inc. ....... 

Gerberich-Payne Shoe Company 
Back Cover 


Godman Shoe Company ....44, 45 

Hempstead Shoe Company 

Hubschman, E., & Sons, Inc. 
Second Cover 


Jarman Shoe Company 


Kangaroo Tanners 


Kelly Sales, Inc. 


No liability is assumed for errors of omissions 


Long Arm 


Lucky Sales Co., Inc. 


Martin Fabrics Corporation 
Miller Shoe Company 


Mosinger-Cohn Shoe Co. ... 


National Shoe Board Con- 
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Weyenberg Shoe Manufacturing 
Company 


Wilbur Coon Shoes 








in NEW YORK CITY 


The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “buy” than ever! 
The location is perfect for you—in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
It’s your hotel! Write for buvers’ rates. 


MEMBER OF DINERS’ CLUB 


@j HERATON- 
AXTLANTIC 
Hore. 


Broadway at 34th St., New York City 
Across the street from the Marbridge Building 





CUT 
INSEAMING 





@ Substantial Welt 
Savings 


@ Higher Production 


e Smoother and easier 
to operate 


a addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 

If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 

this is a machine you should 

order now. 


Jnited, 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


80 Boot and Shoe Recorder 





Illustrated is Central Slipper Co.'s Style 
#5965, Hand Beaded, Fur Trimmed 
FEDERAN Vinyl house slipper. 


Mr. George Fries, President of 
Central Slipper Co., New York City 
has honored us with this quoted 
statement. 


ton FEDERAN vinyl in the manufacture of our slippers, because, 
years, we have found the quality, the availability, the color selections 
CE lent characteristics of FEDERAN to be UNSUPPAsSse 1 et hale 
have tried other vinyls, but only FEDERAN has met our high stand- 


i] ial aE oftnexs and durah lity. 


FEDERAN has not only been use-tested and approved, but is also independent 
laboratory tested, Certified and Commended by the United States Testing Co. 
and Parent's Magazine. 

FEDERAN samples and the complete FEDERAN story will convince you, too! Send 
today, for samples and complete sales kit 


EE DERAL ; 
Vrallealrits, a TEXTRON company 686 MAIN STREET, BELLEVILLE 9, NEW JERSEY 





Don’t Overlook This EXTRA Business! 














4 J 2 & 3 as &e 


Extra Support shoes are a sound source of steady year- 


tae L 
rd 


round profitable sales. Gerberich dealers feature this strong 
line of 13 wanted styles all with Extra-Support features, 


in 186 sizes for immediate delivery on most numbers 


0434 
' 1434 
tyle 
c 


9436 Grey Buck 

Rro 6 

ae Grain Youths’ Sizes 12% to 3, A to EE 
“ 35 Boys’ Sizes 32 tc 6, A to EEE 

e Big Boys’ Sizes 642 to 12, AAt 


By the makers of aud Pp * 
TmE ALi #075 Acrion swoe . L414 euch 


GERBERIGH-PAYNE SHOE COMPANY 


EEE 


MOUNT JOY, PENNSYLVANIA 
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